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ABSTRACTS 
Commercial banks operating in Hong Kong are facing an extremely 
competitive environment. Their development is also hindered by high interest rate, 
industry deregulation. With these problems, they are suffering from reduced capital 
demand and lowered profit margin. In order to cope with the situation, some of the 
banks have already adapted relationship marketing in their strategies. They have 
dedicated managers to look after the bank-client relationships and the former credit 
officers are renamed “account officers" or to another extreme, "relationship 
managers". 
Extensive literature have discussed about related concepts and the benefits of 
applying relationship marketing in the banking industry. However, researchers seldom 
put emphasis on the implementation of relationship marketing in the Hong Kong 
environment. In this report, the current situation of implementation of relationship 
marketing in the Hong Kong commercial banking industry would be review. Analysis 
focusing on the forces, both on relationship manager side and client side, affecting the 
relationship building activities used by relationship managers would also be conducted. 
Finally, recommendations for commercial banks and relationship managers, along with 
suggestions on further studies，would be proposed. 
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Apart from New York, London and Tokyo, Hong Kong is one of the largest 
financial centers throughout the world. Since 1978，when the Hong Kong government 
terminated the moratorium on the issues of bank licenses, there has been a large number of 
foreign banks entering Hong Kong. On one side, they were attracted by the increasing 
import and export activities and also the growing industrial and manufacturing sectors. On 
the other side, after the Chinese government adopted the open-door policy in 1979, some 
foreign banks planned to use Hong Kong as a stepping stone to participate in the high 
potential China market. 
In general, even the banks offer various type of services, loans and credit related 
services are definitely major sources of banking profit. Though the exact proportion 
varies from bank to bank and from year to year, credit related income usually contributes 
to over 60% of revenue of an ordinary bank. Therefore, in the following, we would use 
data on loans amounts as indicators to illustrate the Hong Kong banking situation. 
In the last two decades, the Hong Kong banking market has been growing in a very 
fast paste and is immense in size. In 1995, the total loans and advances lent out by banks 
amounted to HK$ 3,666 billion and the total deposits of customers were estimated to be 
HK$2191 billions (Table 1). Considering loans used in Hong Kong only, the demand in 
1995 was about HK$ 1,554 billions. Comparing to the figures in 1994, the growth rate 
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was about 11.8%, much higher than the growth in GDP and inflation rate. As indicated 
in Table 2，the demand for loans in various economic sectors are all increasing. After the 
pass-over in 1997, the business transactions between Hong Kong and mainland China are 
expected to boost to another high level. On a long term basis, the demand for credit and 
financial services would definitely offer golden opportunities for the banking industry in 
Hong Kong. 
TABLE 1 
TOTAL LOANS AND DEPOSITS BY LICENSE TYPE 
Total Loans & Advances Deposits from customers1 
(HK$ billions) HK$ F/CY Total HK$ F/CY Total 
1991 
Licensed banks 644 1,473 2,117 580 731 1,311 
Restricted licensed banks 43 19 62 10 299 309 
Total 687 1,492 2,179 590 1,030 1,620 
1992 
Licensed banks 720 1,612 2,332 661 788 1,449 
Restricted licensed banks 52 22 74 12 23 35 
Total 772 1,634 2,406 673 811 1,484 
1993 
Licensed banks 859 1,854 2,713 843 833 1,676 
Restricted licensed banks 57 23 80 6 23 29 
Total 916 1,877 2,793 849 856 1,705 
1994 
Licensed banks 1,007 2,095 3,102 1,000 884 1,884 
Restricted licensed banks 69 29 98 6 31 37 
Total 1,076 2,124 3,200 1,006 915 1,921 
1995 
Licensed banks 1,106 2,446 3,552 1,156 997 2,153 
Restricted licensed banks 81 33 H4 _8 30 38 
Total 1,187 2,479 3,666 1,164 1,027 2，191 
Source: Hong Kong Monetary Authority Annual Report 1995 
5 Adjusted for swap deposits 
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TABLE 10 
LOANS USED IN HONG KONG BY ECONOMIC SECTOR 
(HK$ billions) 
Sector 94 95 
HK visible trade 131 9% 156 10% 
Manufacturing ' 86 6% “ 100 ‘ 6% 
Transport & transport equipment 72 5% 69 4% 
Building, construction & Property development 249 18% 262 17% 
Wholesale and retail trade 137 —10% 166 11% 
Financial concerns ^61 12% 176 11% 
Individuals 405 30% _ 462 29% 
Others 149 11% 163 10% 
Total 1389 100% 1554 100% 
Source : Hong Kong Monetary Authority Annual Report 1995 
Commercial Banking Industry 
In general, the banking industry in Hong Kong can be divided into two categories 
based on the nature of their customers. These categories are commercial banking and 
retail banking. 
Banks serving in the commercial banking category are mainly coping with business 
entities rather than individuals. Examples of commercial banking services are: staff payroll 
services, check clearing services, bank guarantees and letters-of-credits, foreign exchange 
trading and various types of bank loans. Retail banking customers are mainly general 
publics in the society. Examples of retail banking services are: saving accounts, mortgage 
loans, personal loans and credit card services. 
In the case of Hong Kong, most of the local banks offer both kinds of banking 
services. For foreign banks, only a small portion of them would offer both services while 
the major portion of them still focus on commercial banking. The business volume 
generated from commercial banking is in fact much higher than that of retail banking. 
From table 2 in the beginning of the chapter, we can see that only 30% of Hong Kong 
loans is used by individuals while the remaining 70% is absorbed by the commercial 
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sectors. Therefore, it is definitely worthwhile to focus our study on the commercial 
banking industry. 
Marketing in Commercial Banks 
Since the customers of commercial banks are companies or business institutions, 
the marketing practices employed are different from other banking sectors. 
In terms of product, different banks would include different kinds of services under 
their commercial banking arm. It is difficult to give a clear definition to "commercial 
banking products". However, several services are provided by most of the commercial 
banks and contribute to a major portion of the banking revenue. They are cash 
management, trade finance, treasury services and different types of loans. In this study, we 
would refer to these four types of services as commercial banking products. In general, 
the nature of products offered by commercial banks are relatively generic, since these 
"products" are actually banking arrangements that allow money to flow to lenders to 
borrowers. However, in order to differentiate from competitors, banks would add values 
to these generic products through customizing the contract terms and conditions according 
to the needs of customers. 
Different from the retail banks, commercial banks usually do not maintain branches 
for distribution. Within the 185 licensed banks in Hong Kong, over 60% of them have 
only one single office in Hong Kong. In most cases, marketing and product officers of the 
banks would either visit their clients' office or invite clients to meet in the bank offices. 
These officers would design and customize the services according to client requests and 
the transactions would be carried out through the banking facilities such as computer 
systems or interbank operations. 
5 
As different clients would have different bargaining power, the price of the same 
banking service usually varies from client to client. Manager would set the price through 
considering factors like volume of individual transaction, credit-history and credit-health of 
the client, future business opportunities and bank-client relationship. The price of 
commercial banking product is charged in two different ways : interest charges and service 
fees. Interest charges are mainly for credit-related services. When a client undertakes a 
bank loan, it has to forward interest payments to the bank on a regular basis. The interest 
payment is calculated from the original principal and an interest rate agreed by both parties 
beforehand. Apart from the two parties, the interest rates would also be affected by 
government policies and economic factors. Service fees are usually for non-credit 
services while the client require to make use of the facilities of the banks. These charges 
are usually not affected by political economic changes but tied to the operating cost of 
banks. 
Instead of advertising, marketing communications between the bank and clients are 
usually through the marketing officers and managers of the bank. Managers would 
communicate with clients through meetings, phone calls, fax messages and direct mailings. 
Apart from daily interactions, the banks would also send publications to clients and 
organize seminars / non-business activities to improve the information transferals between 
bank-client. 
Interesting enough, the role of marketing officers is indeed depending on the type 
and structure of the banks. In a product-driven bank, each product division would have 
their own marketing officers. For a client purchasing four types of bank services, he may 
have to contact four different officers (each in one product division) in the same bank. In 
relationship-driven banks, account / relationship officers would look after their clients in 
terms of all banking products. A client would only need to contact his account/ 
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relationship officer and his officer would link up with the product specialist to provide the 
banking services. As a result, the marketing in commercial banks is highly relying on the 
marketing officers of the bank. Since there is no other mean of communication, the bank-
client relationships are heavily depending on these officers. 
In the context of relationship marketing, a major portion of the relationship 
building activities are indeed communication activities between relationship managers and 
the clients. This is the reason why relationship marketing is especially important for 
commercial banking and other businesses coping with industrial customers. 
Competitive Environment 
Considering the competition, there are already a large number of players in the 
market. Indeed, the number of authorized banking organizations has been growing for the 
past 15 years (Table 3) and these new comers are from various regions and countries 
(Table 4). Considering 1995 alone, the total number of full-service banks is about 248 
(185 licensed banks and 63 restricted licensed banks). At the same time, 157 foreign 
banks have already set up their representative offices and are struggling for the banking 
licenses in order to take part in the market. 
After 1997, Hong Kong economy will have a stronger linkage with the China 
economy. There are high possibilities that the China banks would extend their coverage 
southwards to Hong Kong. With their specialties in China related transactions, these 
banks would become strong competitors of the existing banks. Even worse, despite the 
keen competition, a large number of relatively mid-size banks from all over the world are 
also expanding their business into Hong Kong. As shown in table 5，though the number of 
high ranking banks (Rank 1- 200) participating in Hong Kong is relatively stable, the 
number of second-tier players (Rank below 200) have been increasing for the past three 
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years. These new competitors would be another blow on the face of the original players in 
Hong Kong. 
In order to maintain reasonable growth and stable profit level in such competitive 
environment, the commercial banks in Hong Kong should definitely adapt new strategies. 
TABLE 3 
NUMBER OF AUTHORIZED INSTITUTIONS IN HONG KONG (1981-95) 
Year Licensed Banks2 Restricted Licensed Local Representative 
Banks3 Offices4 
1981 123 “ -
1982 131 — 18 “ 117 
1983 136 30 117 
1984 140 “ 33 122 
1985 143 36 134 
1986 151 “ 38 144 
1987 155 “ 35 143 
1988 160 — 35 152 
1989 165 “ 36 160 
1990 168 “ 46 155 
1991 163 一 53 152 
1992 164 “ 56 148 
1993 172 57 — 142 一 
1994 180 63 156 
1995 185 63 157 
Source ： Hong Kong Monetary Authority Annual Report 1993 & 1995 
2 
A licensed bank incorporated outside Hong Kong should have total assets in excess of USD 16 billions, whereas a licensed bank 
incorporated in Hong Kong should have a paid-up capital of at least, HK$150 millions, assets of at least HK$4 billions, and deposits of at 
least HK$3 billions. It should also have been in business of taking deposits and granting credits to the public for at least 10 years. 
3 . . 
‘ A restricted licensed bank should have a minimum issued and paid-up capital of HK$ 100 millions. It may accept deposits of any maturity 
from the public, but in amounts of not less than HK$500,000 each. 
4 A locd representative office is set up by a foreign bank as an office in Hong Kong 
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TABLE 10 
NUMBER OF AUTHORIZED INSTITUTIONS BY COUNTRY (1993-95) 
Country / Region Licensed Banks Restricted License Banks 
91 I 92 1 93 1 94 丨 95 ' 91 | 92 1 93 | 94 [ 95 
Aski Pacific ^ ‘ 
Hong Kong 15 15 16 16 16 3 3 2 " 2 
Australia 4 4 4 —4 4 ‘ 2 2 ~ 1 1 1 
"China 15 ~ 1 5 15 “ 15 18 ‘ 1 1 ~ 2 ""“2 2 
"India 一 4 ~ 4 4 4 4 0 0 0 " 0 0 
Indonesia 3 “ 3 3 3 3 1 “ 1 2 2 2 
Tapan — 33 37 41 “ 45 46 12 12~ 12 —12 12 
Malaysia 2 2 ~ 3 ~ 3 ~ 3 " 2 2 2 2 2 
New Zealand 1 1 一 1 ~ 0 0 " 0 0 0 ~ 0 ~ 0 
"Pakistan 1 ~ 1 ~ 1 ” 1 1 0 0 — 0 “""0 0 
"Philippines — 2 ~ 2 2 2 2 1 1 1 “ 1 1 
Singapore 5 5 ~ 5 ~ 5 ~ 5 0 1 1 ~ 2 ~ 2 
South Korea 3 3 3 ~ 3 3 2 3 4 5 6 
"Thailand 1 1 1 “ 1 ~ j ~ 4 " 4 4 " 4 ~ ~ 
一 T a i w a n 0 “ 0 2 ~ 4 ~ 4 0 " 0 0 " 0 "*""0~ 
Sub-total 89 • 93 101 “ 106 " H o " 28 ~3o" 31 33 W 
L"1"；! ‘；______ 
減 均 梦 玄 恐 4 力 二 — x ? \ � ; W : � � \ � C : ? ' � ^ ^ e f i ^ y ； , / ？々 、、、， 
Austria 2 2 2 2 2 0 o"""" 0 0 0 
"Belgium/ Luxembourg 3 3 “"“3~ 3 ~ 3 0 0 0 0 0 
Denmark 2 2 ~ 2 ~ 2 ~ 2 “ 0 0 0 ~ 0 0 
"France 一 8 ~ 8 8 9 9 1 ~ 2 2 " 2 3 
"Germany 8 8 9 " 10 10~ 0 " 0 0 “ 0 1 
Italy 7 1—1 1 ~ 7 “ 0 0 0 ~ 0 0 — 
Netherlands 3 3 — 3 一 3 3 0 0 ~ 0 0 0 
Republic of Ireland 1 0 0 0 ~ 0 ~ 0 0 0 ~ 0 ~ 0 
Spain 3 4 " 4 ""“3~ 3 ~ 0 0 0 0 0 
Sweden 3 3 3 3 ~ 2 ~ 0 ~ 0 0 0 ~ 0 
"Switzerland 3 3 ~ 3 ~ 3 ~ 3 1 1 1 1 2 
—United Kingdom — 5 5 6 7 7 ~ 7 7 ~ 7 ~ 7 3 
Sub-total 48 48 50 52 51" 11 ~ 3 12 _ 12 11 
North Ametim ^�U…’�二 . � \ � ’ � � ' , 二、....:... . 、 . ; . ， ' 、 、二〔、丄,、......？》? .、!？、 
Canada 6 6 6 6 6 2 2 2 丨 
"United States 18 15 13— 14 16 8 8 9 11 11 
"Sub-total 24 圓 21 19 20 22 _ 10 " I F " 11 12 12 
"Others 2 ‘ 2 2 " 2 ~ 2 ^ 4 _ 3 3 3 ~3""“ 
•Grand Total 163 164 172 180 185 | 53 | 56 57 63 63一 
Source : Hong Kong Monetary Authority Annual Report 1995 
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TABLE 10 
PRESENCE OF WORLD'S LARGEST 500 BANKS IN HONG KONG (1993-95) 
World Ranking5 | 93 | 94 | 95 • 
1-100 82 84 85 
101-200 58 65 57 
201^500 71 86 — 86 
Others 101 — 93 109 
Total 405 422 432 
Source : Hong Kong Monetary Authority Annual Report 1995 
Other Problems of the Banking Industry 
Apart from keen competition, there are also a number of factors affecting the 
profit margin of commercial banks. 
Firstly, comparing to the year 1994, the bad debt charges in 1995 rose by 70%. 
Although the low base in 1994 contributed to part of this outstanding number, nobody can 
deny that the asset quality of the banks are deteriorating. In order to avoid banking crisis 
similar to Japan and Thailand, the banks in Hong Kong should be more careful in granting 
credit to customers. Actively acquiring non-credit healthy customers and extending credit 
lines to high volatility industry would no longer be good ideas for of the future 
development of the banks. 
Secondly, in mid 1996 and 1997，the Federal Reserve Board of United States 
increased interest rates to cool down the over-heated economy. As the exchange rate of 
between HK$ and US$ are pegged, the interest rate of Hong Kong would have to follow 
that of the United States. With the high interest rate, the overall demand for funding 
would be discouraged and the revenue of the banks would in turn be reduced. 
5 Ranks based on size of total assets 
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Furthermore, when the government deregulated the interest rate control in 1995, 
the banks faced another dimension of competition. Since January of 1995, the government 
released the control of Interest Rate Rule (IRR) on about 99% of the previously regulated 
time deposit, the banks were free to determine their interest rates. In this case, the smaller 
banks had largely reduced their lending rate to attract price sensitive customers. In order 
to retain customers, the large banks may follow-suk. With a tightened interest margin, the 
profit level of banks would also be affected. 
Relationship Marketing : A Solution 
Facing the problems of competition, decreasing capital demand and tightening 
profit margin, the banks have to employ different strategies to maintain growth and 
survival. One of the solutions adapted by the banks is relationship marketing which 
suggests that retaining existing clients is better than acquiring new clients. It is because 
the marketing cost for luring clients from competitors is much higher than the cost of 
improving the service quality to retain the existing clients. Employing this approach can 
reduce the impact of competition and improve the profit margin of the banks. Moreover, 
having better understanding of existing clients, the banks can better assess the credit 
quality of client and also discover new business opportunities in the changing environment. 
In fact, some of the banks have already adapted this strategy. Many of the original 
credit officers are renamed as relationship managers. Dedicated managers are assigned to 
look after the bank-client relationship. However, there are not many articles investigating 
the implementation of relationship marketing in commercial banking in Hong Kong. The 




Relationship marketing and related concepts have been widely discussed in various 
marketing journals. In the following, the articles related to the concepts of relationship 
marketing, relationship banking and role of relationship managers would be quoted and 
discussed. 
Concepts of Relationship Marketing 
Before the existence of the term "Relationship Marketing", the articles in the area 
of industrial marketing and industrial selling had already been drawing people's attention 
to the management of relationship between buyers and sellers. Perrien, Filiatrault, Ricard 
(1993) regarded this relationship approach in selling to industrial customers as the 
precedence of relationship marketing. In general, the concept of relationship marketing is 
based on the premise that keeping a client is more desirable than attracting new business. 
Apart from industrial marketing, the concept was also discussed in service 
marketing. Berry (1983) defined relationship marketing as “attracting, maintaining and, in 
multi-service organizations, enhancing customer relationships". Berry and Parasuraman 
(1991) proposed that "relationship marketing concerns attracting, developing and retaining 
customer relationships". Shani and Chalasani (1992) gave a more comprehensive 
definition : “[Relationship marketing is] an integrated effort to identify, maintain and build 
up a network with individual customers and to continuously strengthen the network for the 
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mutual benefit of both sides, through interactive, individualized and value-added contacts 
over a long period of time.” 
To have a more concrete idea, we can view the relationship concept as "marriage". 
Levitt (1983) regarded the interactions between the buyer and seller is similar to a 
marriage and the quality of the relationship and also the duration of the relationship 
depends on the ability of each partner to manage their interactions. Nevertheless, a major 
portion of the responsibility goes to the seller : ‘‘How good the marriage is depending on 
how well the relationship is managed by the seller". From this context, we can conclude 
that the relationship management is asymmetrical since the result of the relationship is 
more rely on the seller than on the buyer. McCall (1966) also pointed out : “Marriage [is 
a] restrictive trade agreement. The two individuals agree to exchange only with one 
another, at least until such time as the balance of trade become unfavorable in terms of 
broader market consideration，，. Apart from the benefits from the companionship, intimacy 
and social support, a husband and wife relationship would also bring along expanded 
responsibility and other negative factors which lead to dissolution. 
Ford (1990) provided another way to look at relationship through working out the 
relationship building process. He identified five steps in the process with "Pre-relationship 
stage’，as the first step. In this stage, a company would search for a new supplier or intend 
to switch from the original supplier. After getting a positive search result, the purchaser 
and the supplier begin to negotiate with each other the condition for the initial delivery. 
Now, they are in the "Early stage". In the “Development stage", the supplier starts to 
deliver products / services to the purchasers on a continuous basis. The tie is weak and 
easily broken up. After large scale delivery of continuous purchase, both parties 
recognize their mutual importance and enter the "Long-term stage". In "Final stage", the 
relationship is institutionalized in the long run of the transactions of business between 
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partners. The five criteria that Ford used to analyze each stage suggested that both 
managerial and organizational issues should also be considered : 
1. experience of two firms 
2. reduction in their uncertainty and the distance between them 
3. growth of both actual and perceived commitment 
4. formal and informal adaptation to each other 
5. investment and savings involved 
In some articles, relationship marketing was explained in the context of relational 
exchange between the two parties. Dwyer, Schurr & Oh (1987) contrasted discrete 
transactions against relational exchanges and characterized discrete transactions as "... 
exclude relational elements’，and "...very limited communication and narrow content". 
On the contrary, for relational exchanges, the participants “can be expected to derive 
complex, personal non-economic satisfactions and engage in social exchange." They also 
proposed a five phase model for relationship development. In the "Awareness" phase, one 
party recognizes another party as a feasible exchange partner by awareness. There are not 
much interactions between parties but one party may use positioning or other means to 
enhance one's attractiveness. Advancing into "Exploration" phase, potential exchange 
partners would consider benefits, burden and possibility of exchange. They may be 
assessed by trial purchases. When the parties continue to increase in the benefits obtained 
from the exchange partners and also the interdependence, they are in "Expansion" phase. 
In the more advanced "Commitment" phase, there would be implicit or explicit promises 
of continuing the relationship between the exchange partners. Finally, the "Dissolution" 
phase refers to any possibility of withdrawal or disengagement through the relationship 
development process. 
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Within the relational exchange context, Morgan & Hunt (1994) further referred 
relationship marketing as "all marketing activities directed toward establishing, developing 
and maintaining successful relational exchange". They theorized that relationship 
commitment and trust, instead of power and its ability to "condition others", are the two 
most important components to successful relationship marketing. They defined 
relationship commitment as “an exchange partner believing that an ongoing relationship 
with another is so important as to warrant maximum efforts at maintaining it; that is, the 
committed party believes the relationship is worth working on to ensure that it endures 
indefinitely." They also conceptualized trust as "existing when one party has confidence 
in an exchange partner's reliability and integrity" which is similar to that of Moorman, 
Deshpande & Zaltman (1993) : “Trust is defined as a willingness to rely on an exchange 
partner in whom one has confidence" 
In fact, as a relatively new concept, it may be difficult for practitioners to contrast 
relationship marketing with some traditional marketing concepts. In their book, Stone & 
Wookcock (1995) illustrate the conflict using a evolution cycle (Figure 1): 
FIGURE 1 
FIVE STAGES OF MARKETING EVOLUTION 
Stage 2 
Competition arrives, customer 
focus begins and marketing 
become sharper 
Stage 1 
Product focus ^ ^ ‘ ^ ^ ^ Stage 3 
广 ^ s . Full customer focus, rather 
/ f \ uncoordinated and on the 
( J company's terms 
Stage 5 F-
New product S t a ^ e 4 
delivery takes F u l 1 relationship management 
precedence a n d Partnership with larger 
accounts 
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In stage one, the supplier has unique products or services which create critical 
competitive advantages over the competitors. The company needs not make any 
marketing efforts as the customers would be eager to obtain the product. In stage two, 
several competitors also come up with similar products. The company has to employ more 
marketing effort to distinguish the products from competitors and maintain its position. 
Thirdly, the differentiation in brands, advertising and product features are narrowed. In 
order to retain customers, company has to focus on customer services. However, the 
effort among various departments are not well coordinated and they may approach the 
same customers with different offers. In stage four, the company employs full relationship 
management. The relationship with customers are managed in a more coordinated way to 
reduce cases of double effort and inconsistent offers. Finally, in the final stage, when 
another series of new products are introduced to the market. Relationship management 
become relatively less important again because of the unique new product features. The 
cycle then follows the same path again. 
Conclusively, before further elaboration of the concept, we have to bear in mind a 
number of characteristics of relationship marketing pointed out by Perrien, Filiatrault & 
Ricard (1992): 
1. an ongoing marketing issue 
2. with asymmetrical responsibilities 
3. some organizational and managerial implication 
4. resulting in an interactive process 
5. in which the front-line people play a key role 
6. time consuming 
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Relationship Marketing in Banking - Emphasizing Bank-Client Relationships 
Along wkh the evolution in consumer products marketing, the relationship 
approach also had significant impact on the banking industry, especially in commercial 
banking areas. As mentioned by Perrien, Filiatrault & Ricard (1993), relationship 
marketing has been advocated as the most relevant strategy for banks to achieve some 
growth in the fast changing environment. 
Before fiirther elaboration, we would like to clarify several confusing terms with 
similar meanings. According to our observations, the idea of emphasizing client 
relationship arouse in early 80，s. In industrial marketing articles, it was referred as 
"Buyer-Seller Relationship". In the aspect of bank marketing, the term "Relationship 
Banking" was employed. "Relationship Management", which referred to the management 
of client relationship, was an extension of "Relationship Banking". In early 90，s，the term 
‘‘Relationship Marketing" appeared and grouped various relationship concepts into one 
single discipline. However, in several articles, "Relationship Banking" was also used to 
refer relationship marketing issues in the banking context. In fact, since the concepts 
behind are the same, we would regard "Relationship Banking" as the application of 
"Relationship Marketing" in the banking industry. (A chronological table of terminology 
used in quoted articles is attached in appendix A) 
Hales (1995) offered a straight forward definition of relationship banking as 
"concept in financial services marketing whereby an account officer tries to meet all of a 
customer's needs, or to the extent permitted by regulation." He stated that relationship 
banking is an attempt to advance the sales culture in bank marketing beyond order taking 
to a more proactive form of direct selling. Instead of selling financial services one at a 
, time an account officer attempts to gain an understanding of the customer's need and offer 
services to fulfill those needs. In terms of implementation, Hales also suggested that 
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"relationship is a grouping of customers and their loans, deposits and other banking 
services." Therefore, customers with similar influencing power on influence banking 
decisions should be grouped together and customers with similar business relationships 
should also be grouped together. 
To further contrast the differences between relationship banking and transaction 
banking, Moriarty, Kimball & Gay (1993) provided a comparison between relationship 
banking and transactional banking (Table 6). 
TABLE 6 
COMPARISON BETWEEN RELATIONSHIP AND TRANSACTION BANKING 
Relationship Banking Transaction Banking 
Objective • Profitability of Total Customer • Profitability of Individual 
Relationship Transaction 
Strategy • Penetration of Existing Customers • Volume of New Business 
• Cross-selling of Credit, Non-Credit and • Credit Emphasis 
Deposit Services 
Marketing • Emphasis on Marketing Product • Product-driven 
Knowledge • Credit Emphasis 
Functions • Management of Internal and External • Sales 
Relations • Go-it-alone 
• Coordination of Efforts 
Moriarty stated that relationship banking is a recognition that the bank can increase 
its earnings by maximizing the profitability of the total customer relationship over time, 
rather than by seeking to extract the most profit from any individual product or 
transaction. 
As mentioned in chapter one, participants of banking industry in Hong Kong are 
now suffering from keen competition, deteriorating asset quality, higher interest rate and 
deregulating environment. They have to alter their traditional orientations and move to 
areas that can offer them competitive advantages and opportunities. Similar to the 
decision of Canadian banks, there is a general trend for banks to focus more on long-term 
relationship. Perrien, Filiatrault & Ricard (1992) suggested to two main reasons why 
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Canadian banks decide to emphasize relationship marketing. The first one is the drastic 
change in the environment while the second one is the search for new balance in the 
revenue base of the banks. 
These two reasons also apply to the situation in Hong Kong. The intensive 
competition and deregulation forced financial institutions to review their marketing 
strategies to long-lasting relationship with clients. In fact, through keeping close 
relationship with the customers, banks can have more accurate and confident assessment 
on their credit quality. This result in a lower bad debt ratio as loans are granted based on 
not only quantitative analysis (financial statements) but also qualitative assessments 
(account manager's perception on the customers' future performance). On the other hand, 
relationship marketing allows banks to identify new business opportunities with the 
existing clients. Through increasing the variety of bank products used by customers, the 
bank can diversify its revenue from interest income into non-interest income. As the 
margin of non-interest income (fee-based income) are relatively stable, the shift can reduce 
the sensitivity of profit to the cyclical fluctuation of the economic atmosphere. 
Furthermore, Moriarty，Kimball & Gay (1993) described three more benefits for 
adopting relationship marketing. Firstly, large corporations usually group their banks by 
"tiers" and the tier position of a bank would determine the volume and type of business 
awarded. In this situation, with similar product features and small perceived difference, 
attaining a first-tier status allows the bank to acquire a larger share of the client's wallet. 
On the other hand, relationship customers are of relatively low price sensitivity than non-
relationship customers which can be easily drawn by competitors through discount 
promotions. Thirdly, obtaining more detail information about the customer's business 
plans and financial service needs allows banks to enhance the process of business planning 
and product development. Perrien & Ricard (1995) confirmed the second argument but 
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they raised that the competitive edge is only valid in a “reasonable” price range as 
customers would switch bank when the prices become unacceptable. 
Apart from creating competitive advantage for banks, relationship approach also 
provides benefits to customers. Moriarty, Kimball & Gay (1993) also suggested that a 
close bank-client relationship implies bank's implicit commitment to provide ongoing 
credit and assistance. In the view point of customers, they purchase an “insurance policy" 
to ensure them to access to credit during periods of restricted availability or financial 
distress. In fact, customers can realize the value of banking relationship when events 
jeopardizing the survival of the company occur. With strong and long-lasting relationship, 
a bank is more willing to assist customers in getting over such crisis. The Computing-
Tabulating-Recording Corporation (CTR) case quoted by Moriarty is an excellent 
illustration of the above argument. It was the time when CTR was overextended by the 
big recession and encountered a serious cash flow problem. With a close and strong 
relationship, the banker of CTR, Guaranty Trust Company assisted the survival of CTR 
during the ‘10s and ‘20s. Today, the successor of Guaranty Trust Company, Morgan 
Guaranty Trust (after the merger of JP Morgan and Guarantee Trust) is still a major 
partner of CTR's successor, IBM. 
Going a step further, Moriarty, Kimball & Gay (1993) introduced a relationship life 
cycle for banking relationships. The model is summarized in figure 2. As time goes by, the 
value that the bank places on the relationship usually increases as the customer grows. 
Firstly, when customer grows larger, they would use a greater number of both credit and 
non-credit services. Secondly, large firms have stronger bargaining power and financial 
position, they can obtain alternative sources of funding or even internalize the financial 
functions originally provided by the banks. 
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At the beginning of the cycle, the parties are at point 1. They moves toward point 
2 as the customer grows larger and larger. In the growing period, the customer would 
value the bank relationship highly, especially when it has to obtain funding from bank to 
continue its growth. Reaching point 2, there exists several possible paths. The customer 
may continue to value the bank relationship as a major business partner and move to point 
3a. Alternatively, as the customer gains access to other credit resources or begins to 
internalize the banking functions, it will place less value to the relationship and follow 
another path to point 3c. Finally, the value of relationship may also be fluctuating over 
time. Since the customer has to face the business cycle in the economy, the occurrence of 
critical issues would lead the customer to rely on the assistance of the bank again (point 
3b). 
FIGURE 2 
LIFE CYCLE OF BANK-CLIENT RELATIONSHIP 
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After building the relationship, the most important thing to do next is to sustain it. 
Perrien & Ricard (1995) pointed out the most critical internal factors for an effective 
relationship. Instead of staff turnover or insufficient training, they discovered that the 
bank's knowledge of customers, both on the company itself and on its operating 
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environment, is ranked the highest by the customers. Other factors include the overall 
bank structure along with the organization's decision making process and various human 
resources issues. In fact, the bank itself should be relationship oriented and profit centers 
should be switched from individual transactions to individual customers. 
Apart from the bank's internal means, factors concerning the clients would also 
affect the perceived value of banking relationship. Moriarty, Kimball & Gay (1933) listed 
the following as the customer-side determinants of the relationship: 
• competition 
• need for credit 
• need for noncredit products 
• need for flexibility 
• financial health 
• attitude toward management of the financial function 
• size of the firm 
Conclusively, the bank-client relationship Is depending on both parties. Their 
internal issues and changes in external environment would all affect the quality of the 
relationship. 
Role of Relationship Managers 
In this section, we are going to discuss about the dedicated people assigned to 
manage the banking relationships. Formerly, they are called credit officers but now 
renamed to "Account Managers", or to the other extreme, "Relationship Managers" in 
several banks in Hong Kong. 
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There are not many articles discussing the role and responsibility of these 
relationship managers. Moriarty, Kimball & Gay (1993) proposed that the role of a 
relationship manager should include the following: 
1. coordination of sales efforts and the delivery of services 
• perform additional functions with respect to individual customers 
• develop strategies for account penetration 
2. reduce transaction cost of the customer 
• reduce search time 
• minimize banking errors and make sure corrections are made 
3. build and maintain personal relationships across functions, levels, operating units 
and time 
4. work to attain a position of influence over the customer's buying decisions 
According to Watson (1986), assigning marketing staffs to look after specific 
corporate clients and prospective clients was originally a long-established feature of 
internationally operating American banks. Now a number of other banks also adopted 
similar systems. Although he employed the term “Account Manager" in his article, we 
can still apply the findings as it is the same, or highly similar to that of relationship 
managers. In order to understand the nature of relationship managers in banks, Watson 
contrasted it with that of account managers in advertising agencies : “Probably the most 
direct equivalent [to nature of managers in bank] is that of account manager within an 
advertising agency. As in banking, he will be providing a service that is of great 
importance to his client, and even more than in banking, the manager must inter-relate wkh 
a cross section of his client's management. However, the advertising account manager is 
expected, naturally, to draw creativity upon the total resources of this agency, whereas in 
banking the emphasis is more likely to be placed on conforming to established procedures. 
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Both, as presenters of their employer's intangible resources, will rely heavily on personal 
communication skills to enable their clients to realize the value of what is being offered." 
Following Watson's ideas, the responsibilities of relationship managers (“account 
managers，，in original article) include two major components. The first one is to build up 
the relationship and the second one is to manage the communication between the bank and 
the customer. 
For building the relationship, Watson broke down the tasks of relationship manager 
into ten different steps or states. The managers' main objective should be deploying 
deploy all the bank resources he can command to move a customer through a number of 
states, commencing with his target customers as a "desirable prospect" and culminating in 
that of “satisfied customers". Table 7 lists out the characteristics of each stage and the 
sub-level objectives / tasks of a relationship manager. 
In terms of the management of communication, Watson also came up with a four 
step model illustrated in figure 3. 
The model proposed four steps in communication process between a bank and its 
intended corporate customers. These steps should all be handled by the relationship 
manager ("account manager" in original text) in the correct sequence. 
Firstly, the manager must extract information from the customers (Listen). This 
information includes the customer's current and future requirements, the character and 
personality of the individual members and also the customer's attitudes, beliefs, 
motivations and aspirations. Secondly, the manager should use this information creatively 
to cause the senior management of the bank to share his view of the potential of the client 
(Champion). The account manager can then formulate proposal for the client's business. 
Thirdly, the manager would make available the bank's resources (Extract). He would be 
involving in a great deal of internal communications. Finally, the manager perform the 
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traditional sales job and give an effective presentations of the bank's proposal to the client 
(Display). Apart from traditional selling, the relationship manager should negotiate with 
the customer to arrive at an agreement which would in turn deepened the bank-client 
relationship. 
TABLE 7 
TEN STAGES FOR BUILDING BANK-CLIENT RELATIONSHIPS 
Stage Objectives 
� Market • Identify prospects 
Research • Segment market 
(2) Establishing • Gain entry 
contact • Establish rapport 
• Gather information 
� Qualifying the • Confirm that the prospect's needs and the bank's resources are well 
prospect matched - with a reasonable chance of a competitive advantage 
� Planning the • Commit resource to developing a proposal if an immediate need 
marketing uncovered OR 
approach • Gain recognition as qualified and desirable supplier in the future - if no 
immediate need establish 
(5) Designing the • Achieve a positive differential advantage over competitors - by whatever 
proposal means appropriate 
(6) Presenting the • Ensure that the prospect appreciates and values all distinguishing 
proposal features of the proposal 
(7) Obtaining • Obtain the prospect's commitment to use the bank's services 
approval 
(8) Fulfilling the • Deliver the services as promised and ensure that their quality is 
agreement recognized 
(9) Servicing • Ensure satisfaction is maintained and perceived by client 
• Add value to relationship 
(10) Nurturing the • Strengthen relationship 
relationship • Gain opportunities to provide additional services 
FIGURE 3 
FOUR STEP MODEL OF COMMUNICATION BETWEEN BANK AND 
CUSTOMERS 
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With the role and responsibility well defined, the relationship managers have to 
organize activities to build up and to strengthen the bank-client relationships. However, 
even for practitioners, it is hard to tell which activities is more efficient and how are they 
related to the nature of the clients. Therefore, the focus of this study is to identify the 
importance of various relationship activities and discover their linkages with the 
characteristics of relationship managers and with the nature of clients so that more 
concrete guild-lines can be formulated for managers. 
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CHAPTER III 
OBJECTIVES AND METHODOLOGY 
Objectives of study 
There are altogether three objectives in this project. They are listed as follows: 
1. To understand the implementation situation of relationship marketing in Hong Kong 
commercial banks 
As mentioned in the above chapters, some of the Hong Kong commercial banks 
cUxf"^ 
have ad^ited relationship marketing in their strategies. It is definitely worth to 
investigate the current situation of their implementation. 
2. To discover important factors influencing the implementation of relationship marketing 
in Hong Kong commercial banking industry 
In this unique environment, the factors influencing the implementations of the 
concept may be different from those mentioned in general relationship marketing 
articles. We would try to identify these factors for the Hong Kong environment. 
3. To construct a frame-work for managers in implementing relationship marketing in 
commercial banking industry. 
With the understanding of current situation and the identified factors, we would 
construct a frame-work for the bank relationship managers. 
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Description of Methodology 
In this project, both qualitative and quantitative methods were employed to achieve 
the above objectives. Firstly, for qualitative measures, in-depth interviews were conducted 
with relationship managers of banks (service providers) and decision makers of client 
companies (customers). Secondly, in terms of quantitative measures, questionnaires were 
distributed to relationship managers of commercial banks in Hong Kong to obtain their 
opinions of relationship marketing issues. 
Qualitative measure : In-depth interviews 
From the literature review, we can sketch a picture of how relationship marketing 
has been implemented in North America. Nevertheless, owing to the difference in culture 
and business principles, it is obvious that Americans and Asians managers would not 
employ similar relationship building approaches. In fact, managers from different cultures 
may have different interpretations of relationships and in turn have different emphasis on 
relationship building activities. For example, it is always said that "Quanxi" (relationship in 
Chinese) is extremely important for doing business in China. Managers from China 
companies may pay extra effort on building personal relationships rather than institutional 
relationships. Therefore, in-depth interviews with managers in Hong Kong should be 
conducted to adjust the concepts mentioned in the literature so that the questionnaires can 
be designed to suit the Hong Kong environment. 
The interview process was divided into three stages. 
In the first stage, interviews were conducted with relationship managers working in 
commercial banks. The purposes of the interviews were to understand the commercial 
banking market in Hong Kong and to obtain details about job nature, responsibilities of 
relationship managers and also their relationship building activities. 
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Secondly, a decision maker on the client side was interviewed. One purpose was 
to contrast the differences in perceptions on relationship activities between the buy-side 
(clients) and the sell-side (relationship managers). The other one was to obtain a brief idea 
about the consumer behavior in the commercial banking market. 
Finally, interviews were arranged with the relationship managers encountered in the 
first stage. The purpose was to identify question items and generate a comprehensive list 
of relationship building activities for the questionnaire mentioned in the quantitative 
section. 
Results of interviews 
On the whole, the purposes of the interviews were achieved successfully. For the 
first stage interviews, two relationship managers from an American bank participated. One 
manager was responsible for multinational clients while the other manager was serving 
local corporations in Hong Kong. Both managers were willing to share their experiences. 
They gave thorough explanations on the current market situations and introduced how 
their banks adapted and implemented the relationship marketing concepts. 
In the second stage, the financial director of an international manufacturing 
company was interviewed. He was the gate-keeper and influencer of the bank-selection 
decisions in the Hong Kong office. The director had revealed several behaviors of the 
consumption of bank services. He mentioned that companies would usually maintain a 
“desire bank list" and business opportunities would award to banks in the list according to 
the strength of the bank and the status of the bank-client relationship. In his case, China 
related business would be assigned to the China bank in the list. Furthermore, the client 
perceptions on relationship building activities offered by banks were also discussed. 
In the third stage, the first manager mentioned above (multinational client manager) 
was interviewed for the second time. The previously identified relationship activities were 
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discussed, analyzed and commented. Finally, a relative comprehensive list of relationship 
building activities was generated for the questionnaire. 
A summary of the interviews is included in appendix B. 
Quantitative measure : Questionnaires 
For the quantitative aspect, sixty self-managed questionnaires were distributed to 
the managers in commercial banks. The distribution of banks are listed in table 8. First of 
all, the managers would be contacted by phone and introduced the purposes and objectives 
of the project. Obtaining their approval, questionnaires were sent to their offices by fax or 
by mail, the managers were requested to send back the filled in questionnaires within two 
weeks. After the distribution of questionnaires, the managers would be followed-up by 
phone calls to clarify any ambiguities and misinterpretations. 
TABLE 8 
SAMPLING OF COMMERCIAL BANKS IN QUESTIONNAIRE 
Origin of banks Number of banks Questionnaires distributed 
China 4 12 
Hong Kong 4 12 
United States 4 12 
Europe 5 12 
Japan 5 12 
Total 22 60 
In the sampling process, the commercial banks in Hong Kong are segmented 
according to their country of origin into five groups: China, Hong Kong, Japanese, the 
United states and Europe. Within the licensed banks list obtained from HKMA, an 
average of four banks were identified conveniently from each group, then three 
questionnaires were distributed to each selected bank. No other sampling controls were 
applied. 
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The criteria for selecting participants was divided into two parts. The first part 
were the criteria for selecting banks. According to HKMA annual report, the authorized 
institutions in Hong Kong can be divided into four types: 
1. Licensed banks 
2. Restricted licensed banks 
3. Deposit taking companies 
4. Representative offices 
The range of banking services provided by the banks are restricted by the license 
under which they are operating. Since only licensed banks can provide full commercial 
banking services, they were the only one kind of banks considered in the survey. 
Secondly, in the case of managers, the situation is relatively confusing. The job 
title for these managers varies from bank to bank and the structures of the marketing 
forces in banks are also different. This leads to large variations in the responsibilities and 
authorities among the managers. For example, a manager in Bank-A is responsible for 
non-credit products for clients from all over the world while another manager in Bank B is 
taking care of Japanese clients on both credit and non-credit services. Therefore, it is 
impossible to identify and locate managers with similar responsibilities. Since the study 
was focusing on relationship building activities rather than exact job, a set of relatively 
flexible criteria was adapted for selecting managers. There were three criteria: 
1. serving only business entity clients 
2. responsible for maintaining the bank-client relationships 
3. acting as primary contact person between the clients and the bank's internal 
specialists 
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All managers fulfilling these criteria would be considered regardless their titles and 
belonging divisions. 
Result of Survey 
From the sixty questionnaires delivered, forty two of them were successfully completed 
and collected. The overall response rate of the survey is about 70%. Since the managers 
were contacted before sending questionnaire, this rate is considered relatively low. 
Statistical descriptions of respondents and a copy of the questionnaire are included 
in appendix C and D respectively.. 
Hypothesis 
There are altogether four hypothesis to be evaluated in the study and they are listed 
as follows: 
Hypothesis 1: Commercial banks in Hong Kong have been implementing the concept 
of relationship marketing. 
Similar to the observation of Perrien, Filiatrault & Ricard (1992), 
former credit officers in some Hong Kong commercial banks have been 
renamed as relationship managers. Some banks also stated their emphasis 
in relationship in their publications. It is obvious that the banks are 
adapting the relationship approach into their marketing strategies. 
However, it is interested to know whether the banks stop at the 
conceptual level or they develop systematic measures to implement the new 
idea. 
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Hypothesis 2 : Relationships with clients are directly related to the performance of the 
bank. 
In their articles, Perrien, Filiatrault & Richard (1992) and Moriarty, 
Kimball & Gay (1993) have stated the benefits of employing relationship 
marketing in banking industry. Nevertheless, they were only referring to 
the context of the United States and Canada. We would like to find out if 
banks in Hong Kong are also benefited from relationship marketing. In 
this case, we would test if relationship marketing can help to boost up the 
banks' performance. 
Hypothesis 3 : Perceived importance of relationship activities depend on the characteristics 
of relationship managers 
In this section, the methodology used by File, Mack & Prince 
(1995) was adapted and modified. The characteristics of managers would 
be divided into the four aspects and therefore the hypothesis would be 
further divided four sub-hypothesis. Statistical t-tests would be performed 
in each aspect to check if managers of different characteristics would have 
different perceived importance of relationship building activities. The sub-
hypothesis are: 
Hypothesis 3a : Perceived importance of relationship activities depend on 
the age of relationship managers. 
According to one of the interviewed managers, the 
age of managers would affect their approach in building 
relationship. We would like to test if the argument is valid. 
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Hypothesis 3b : Perceived importance of relationship activities depend on 
the sex of relationship managers. 
Apart from age, it also makes sense to verify if male 
managers have perceptions different from female 
managers. 
Hypothesis 3c : Perceived importance of relationship activities depend on 
the country-of-origin of the banks. 
Banks from different countries may have different 
business principles and managers may in turn have 
different approaches in relationship building. 
Hypothesis 3d : Perceived importance of relationship activities depend on 
the pvchographical factors of managers. 
In the opinion of one of the interviewed managers, 
the relationship building approach is also depending on the 
personality of the managers. For example, it is possible 
that a people-oriented manager would pay more effort on 
personal relationship building activities. We would try to 
verify if the argument is valid. 
Hypothesis 4 : Perceived importance of relationship activities depend on the nature of 
clients 
Similar to hypothesis three, hypothesis four would also be divided 
into five sub-hypothesis and they are : 
Hypothesis 4a : Perceived importance of relationship activities depend on 
the products used by clients 
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Perrien, Filiatrault & Ricard (1993) divided 
commercial banking products into credit and non-credit 
products. Since banks in Hong Kong have a significant 
volume of business in trade finance, apart from testing the 
differences between credit and non-credit managers, we 
would also test for differences between trade-finance and 
non-trade finance managers. 
Hypothesis 4b : Perceived importance of relationship activities depend on 
the size of clients 
As discussed by Moriarty, Kimball & Gay (1983), 
the bank-client relationships follow a life cycle. When the 
client grows from a small company to a large one, the 
nature of relationship changes. We would confirm if the 
relationship approaches employed by managers are 
affected by the size of clients. 
Hypothesis 4c : Perceived importance of relationship activities depend on 
the industry type of clients. 
Some of the commercial banks have dedicated 
department to deal with clients in particular industry. For 
example, Citibank has dedicated teams serving aviation, 
shipping, real estate and financial institution clients. It is 
obvious that different skills are required to handle clients 
from different business sectors. Thus, it is worthwhile to 
investigate if the approaches used by managers are also 
different. 
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Hypothesis 4d : Perceived importance of relationship activities depend on 
the countrv-of-origin of clients 
File, Mack & Prince (1995) have discussed the 
difference in importance of interactive marketing measures 
among CEOs from different countries. Similar to their 
approach, the sub-hypothesis would test if the country-of-
origin of clients affect the managers' perceived importance 
of relationship activities. 
Hypothesis 4e : Perceived importance of relationship activities depend on 
the age of the contact persons of client companies 
According to the financial director interviewed, 
officers of different age groups would prefer different 
relationship building activities. This hypothesis would 
help us check if the argument is valid, 
Preliminary Model 
Summarizing the results of literature review and in-depth interview, we can 
formulate a basic structure (Figure 4) lining up various forces affecting the importance of 
relationship activities. Hypothesis three is actually testing the left-hand-side of the 
structure while hypothesis three is to test the right-hand-side. Through the two 
hypothesis, we can verify if the forces proposed are affecting the bank-client relationships. 
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FIGURE 4 
PRELIMINARY MODEL OF FORCES AFFECTING IMPORTANCE OF 
RELATIONSHIP ACTIVITIES 
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CHAPTER IV 
ANALYSIS AND DISCUSSION 
Descriptions of Relationship Activities 
As mentioned in the methodology, managers would be divided into groups to 
check for difference in the perceived importance in relationship activities. After the in-
depth interviews, a comprehensive but not exhaustive list of relationship activities carried 
out by relationship managers are listed and discussed in the following: 
Categorization of Relationship Activities 
Eighteen relationship activities were identified and included in the questionnaire. 
Through categorization, we can aggregate activities of similar nature into groups and the 
analysis can produce a more generalized result which can reflect a wider spectrum of the 
situation. 
After thorough discussions with the interviewed manager, the activities are 
grouped into five categories: 
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TABLE 10 
FIVE CATEGORIES OF RELATIONSHIP ACTIVITIES 
Activities Category Name 
Business Update A Proactive Activities 
Service review 
Relationship review 
Internal communication B Internal Activities 
Keep track of development 
Keep track of interactions 
Provide research when requested C Informative Activities 
Introducing new services 
Send research regularly 
Seminars 
Credit review D Routine Activities 
Daily services 






Each category is assigned with a name which reflects the characteristics of 
activities belonging to the category. They are described as follows: 
Category A : Proactive Activities 
Services reviews, Relationship reviews and business updates are activities 
relying on the initiative of the managers. Instead of passively responding to the 
requests of clients, these activities require managers to take a more proactive role. 
They have to act before any issue arises and obtain feedback and timely 
information from the clients on a regular basis. 
Category B : Internal Activities 
Internal activities include internal communications and internal control 
activities. Internal communications are referring to the communications between 
relationship managers and product specialists in addressing the requests of clients 
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and preparing proposals. Effective internal can shorten the response time and 
improve the response quality to the client requests . Internal control activities are 
activities for tracking and monitoring the development of relationships. They 
include the effort of recording each interaction between managers of the bank and 
clients. Efficient control can help supervisors to oversee the status of all bank-
client relationships. In fact, the recorded information can also be turned into a 
mean of communication. Through sharing their records, managers serving same 
clients can track the historical interactions and thus avoid making contradictory 
suggestions and spending duplicated efforts. 
Category C : Informative Activities 
Informative activities are the collections of activities that enable the bank to 
express its view points and pass information to clients. Informative activities can 
be in any form. Sending publication / research regularly and providing research on 
client requests would present information in form documents. Cross-selling allow 
managers to introduce new products to clients through meetings or phone calls. 
Seminars enables the bank to introduce ideas on innovative products, economic 
issues and special topics to a selective set of customers. 
Category D : Routine Activities 
Daily services include keeping in touch with clients and maintaining 
corresponding documents and thus are routine activities for relationship managers. 
Credit reviews are usually performed once or twice a year and are usually 
performed by the internal credit analysts. Relationship managers are only 
responsible for ensuring the sufficiency and correctness of information. They 
cannot add much value to the bank-client relationship and thus consider credit 
reviews as routine activities. 
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Category E : Social Activities 
Social activities are referring to activities that facilitate the development of 
personal relationships between managers and decision makers / contact persons of 
the client companies. Lunch, dinner and courtesy visits allow managers to meet 
clients in a face-to-face manner and communicate in a more relaxing and enjoyable 
environment. Non-business relationship, cocktail receptions and greeting cards are 
different from the above activities since they cannot induce intensive 
communication between managers and their clients. Indeed, these activities can 
help managers to get in touch with a relatively larger number of existing and 
potential clients in a short period of time and are therefore useful for acquiring new 
businesses. 
Comparison of Mean Scores of Relationship Activities 
First of all, when asked to rank the importance of maintaining good relationship 
with clients, all managers offer strong and positive results. The overall mean score for the 
statement is 1.23 and 100% of the managers rank it using “1” or “2” in the seven point 
scale. 
The first three highest ranking activities are all proactive activities (Table 10). It 
indicates that the managers emphasize more on taking proactive actions to obtain 
information and feedback from clients. Within them, regular business update is ranked the 
highest. 
Considering the category ranking (Table 11)，internal activities (Category B) are 
ranked the second. As indicated by many relationship marketing text-books, good 
relationship should be accompanied by high service quality in order to retain customers. 
Efficient internal activities can not only reduce the time managers require to respond to 
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clients' requests but also avoid managers serving the same clients to make contradictory 
suggestions. This can in turn improve the service quality. Moreover, indicated by a 
manager in the in-depth interviews, communication deficiencies can largely deteriorate the 
client's satisfaction level. � 
In terms of information activities, they are unexpectedly divided into two groups 
according to the mean scores (Table 11). Two-way informative activities (Category CI), 
including providing research when requested and cross-selling, are ranked the third. One 
one-way activities (Category C2), however, receive the lowest ranking in the list. The 
reason stands that two-way activities offer opportunities to managers to demonstrate to 
clients their knowledge about them. As Perrien & Ricard (1995) pointed out, managers' 
knowledge about clients is the most importance factor affecting relationships. Through 
two-way informative activities, managers can make use of information collected from 
proactive activities to provide materials and design proposals according to the evolving 
needs of clients. 
Surprising enough, the top three categories in the list are all activities involved in 
business-to-business exchanges. The traditional personal relationship building activities 
and social activities, which were generally perceived important in the Chinese community, 
receive very low rankings. In this case, the view point of the interviewed financial director 
may be able to explain the phenomenon: Although he appreciates his banks to maintain 
good bank-client relationship, he tries to avoid spending time on activities (usually 
personal or social activities) that would disturb his working schedule. Furthermore, 
having good personal relationship with bank managers or attending their social activities 
too frequently may create an impression that he makes bank selection decisions according 
to his own personal interests. 
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TABLE 10 
RANKING OF IMPORTANCE OF RELATIONSHIP ACTIVITES BY MEAN SCORES 
Category Description Mean Ranking 
[1 = most important ] 
[7 = most unimportant ] 
A Business Update 1.952 1 
A Service review 2.000 2 
A Relationship review 2.000 3 
B Internal communication 2.024 4 
E Courtesy visit 2.171 5 
B Keep track of development 2.190 6 
B Keep track of interactions 2.190 7 
C Provide research when requested 2.190 8 
C Cross-selling 2.244 9 
D Credit review — 2.381 “ 10 
D Daily services 2.405 11 
E Lunch 2.548 — 12 ~ 
E Personal greetings 2.800 13 
E Dinner 3.075 一 14 
C Send research regularly 3.238 15 
C Seminars 3.405 16 
E Reception cocktails 3.524 17 
E Non-business activities 3.905 18 
TABLE 11 
RANKING OF IMPORTANCE OF ACTIVITY CATEGORIES BY MEAN SCORES 
Category Description Mean Category 
[1 = most important ] Rank 
[ 7 = most unimportant ] 
A Proactive activities 1.984 1 
B Internal activities 2.135 2 
CI Informative Activities (Two-way) 2.217 3 
D Routine activities 2.393 4 
E Social activities 一 3.004 5 
C2 Informative activities (One-way) 3.322 6 
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Implementation of Relationship Marketing in Hong Kong Commercial Banks 
Hypothesis 1: Commercial banks in Hong Kong have been implementing the concept 
of relationship marketing. 
Managers were asked a number questions regarding the implementation of 
relationship marketing in their banks (Table 12). These statements / questions are divided 
into three types based on the results of factor analysis : (1) Basic adaptation, (2) Detail 
implementation and (3) Daily documentation. 
TABLE 12 
RESULTS OF QUESTIONS TESTING HYPOTHESIS ONE 
Factors Description ‘‘Yes，，% 
1 Aware of "relationship marketing" 85.70% 
Applied "relationship marketing" 90.20% 
Have dedicated person for every client 88.10% 
Have relationship building activities 95.20% 
2 Systematic approach for relationship building 59.50% 
Evaluate effect of relationship activities 54.80% 
Evaluate cost of relationship activities 35.70% 
3 Have client databases 85.70% 
Track / monitor relationship 97.60% 
Judging from the above figures, it seems that managers in Hong Kong are highly 
conscious about the curriculum of relationship marketing and act towards the adaptation 
of the concept. About 90.2% of the managers consider their banks applying relationship 
marketing and 88.1% have dedicated persons for each of the banks' client. Over 95.2% of 
them have organized relationship building activities. Nevertheless, it is interesting that 
more managers are (or consider themselves as) applying relationship marketing than 
actually being aware of the term "Relationship Marketing，，. From the literature, we can 
realize that the relationship approach had been developed since 1980's. The term 
"Relationship Banking" appeared in early 80s while the term "Relationship Marketing" has 
only been used in the last five years. Thus some articles used the term "Relationship 
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Banking" and "Relationship Management" instead of "Relationship Marketing" in referring 
to similar concepts and ideas. In fact, this is not contradictory since "Relationship 
Banking" can be considered as the application of "Relationship Marketing" in the banking 
industry. 
Regarding detail implementation, only 60% of the managers are following 
systematic approaches in building relationships. Only half (54.8%) or less than half 
(35.7%) of the managers are evaluating the effects and justifying the costs of relationship 
building activities. It suggests that managers may not have standards or procedures to 
comply to when organizing activities. The control and evaluation systems of relationships 
are also far less developed than their counterparts in the United States. Owing to the lack 
of quantitative measurements, it also implies that the performance of managers may be 
appraised based on transactional criteria rather than on their relationships with clients. 
Finally, on the aspect of daily documentation, 97.5% of the managers track and 
monitor bank-client relationship but only 85.7% of them store their client information in 
databases. In fact, advance computer database systems can eliminate excessive paper 
work of documentation and in turn reduce the workload of managers. 
Conclusively, we can only accept hypothesis one in a conservative manner. 
Though the banks have adapted the basic concept of relationship marketing, a large 
portion of them are still lacking detail implementation procedures and evaluation systems. 
Correlation between client relationship and bank performance 
Hypothesis 2 : Relationships with clients are directly related to the performance of the 
banks. 
To work out this hypothesis, managers were asked to express their opinions on the 
linkage between relationship marketing and several performance attributes. Similar to 
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hypothesis one, factor analysis were used to classified these statements into three types : 
(1) Relationships and tangible benefits, (2) Relationships and intangible benefits and (3) 
Measurements of relationship activities. Their mean values are listed out in the table 
below. 
TABLE 13 
RESULTS OF QUESTIONS TESTING HYPOTHESIS TWO 
Factor Description Mean 
[1 = Very True ] 
[5 = Very Untrue ] 
1 Relationship with a client relates to growth in business 1.905 
volume generated from the client 
Relationship with a client relates to growth in profit 2.286 
generated from the client. 
2 Good relationships increase loyalty of clients 1.857 
Good relationships induce referral 2.143 
Good relationships reduce client turnover 2.000 
3 Effect of relationship activities cannot be measured 2.690 
objectively and systematically 
Cost of relationship activities cannot be measured 2.595 
objectively and systematically 
In terms of tangible benefits, though managers gave high scores to both items, they 
regard relationship with a client (Mean = 1.905) has higher correlation with the growth in 
business volume than with growth in profit (Mean = 2.286). Paired sample T-test was 
carried out and the results (t-value = -2.50, p-value = 0.008) confirm the argument. It 
suggests that growth in business volume is a better mean of measurement than growth in 
profit in evaluating relationships. The reason stands that cost items are included in profit 
calculations�The variations in cost items may reduce the correlation between relationship 
and performance. 
For intangible benefits, managers also offer relatively high ratings on all the three 
listed items. The mean value of the first statement "Good relationship increases loyalty of 
clients" is the highest. The difference in mean value indicates that good relationship have 
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heavier impact on the loyalty (Mean = 1.857) than on the referrals (Mean = 2.143). 
Paired sample T-test was carried out and the results (t-value = -2.75，p-value=0.0045) 
confirm the argument. In addition, reducing client turnover is the second one on the list, 
however, the mean value is not significantly different from the other two items. Despite 
the relative differences, with high acceptance of managers, all the three items can be used 
as criteria in evaluating the bank-client relationships. 
Finally, in terms of measurement of relationship activities, managers tend to agree 
that their effect (Mean = 2.690) and cost (Mean = 2.595) are not measurable, but to a 
much weaker extent than other items. Since "3" is the mid-point of the five point scale 
used in the question. T-test would be carried out to test if the mean scores of the items 
are on the positive side (smaller than “3’，). The results shows that both effect (t-value = -
2.06, p-value = 0.046) and cost (t-value = -2.42, p-value = 0.02) are significantly smaller 
than mid-point "3" and thus confirm the above argument. On the other hand, as the mean 
values of the measuring effect and measuring cost are slightly different, we may start with 
the cost attributes when designing a evaluation system for relationship activities. 
Conclusively, we can accept hypothesis two. From the overall high scores in the 
items, it is highly probable that the relationships with a client is related to both tangible and 
intangible benefits to the bank. Since these benefits improve the performance of banks, we 
can therefore conclude that the relationships with clients are correlated to the performance 
of the banks. 
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Relationships between Characteristics of Managers and 
Perceived Importance of Activities 
Hypothesis 3 : Perceived importance of relationship activities depend on the characteristics 
of relationship managers. 
As mentioned in methodology, the hypothesis would be divided in to four sub-
hypothesis for testing. For simplicity, the variables tested are assumed to be totally 
independent and the contribution of the correlation among them are intentionally 
neglected. 
Hypothesis 3a : Perceived importance of relationship activities depend on the sex of 
relationship managers. 
In this section, managers are divided into two groups according to their sex. Mean 
scores on importance of various activities obtained from the two groups are treated with t-
test to check if one mean value is significantly higher than the other. 
TABLE 14 
T-TEST RESULT OF HYPOTHESIS-3A 
Category Activities Male Female t-value p- value 
A Service review 2.12 1.93 0.55 0.292 
A Relationship review 2.04 2.07 -0.09 0 . 4 6 ~ 
A Business Update 1.96 2.00 “ -0.10 0.461 
B Keep track of development 2A2 236 -0.55 ^~0.294 
B Keep track of interactions 2.04 2.57 -1.19 0.124 
B Internal communication 2.04 “ 2.07 -0.08 0.467 
C Seminars 3.42 3.43 -0.01~ 0.495 ~ 
C Send research regularly 3.08 3.64 -1.47 0.075 
C Provide research when requested 2.19 Z21 -0.05 0.481 
C Cross-selling 2.23 2.15 0.15 一 0.431 
D Daily services 2.38 2.43 -0.11~ 0.458 
D Credit review 2.19 2.64 -1.03 0.157~ 
E ~ Non-business activities — 3.88 4.00 -0.20 ~ 0.423 
E Reception cocktails 3.62 3.50 0.28 0.390 
E Personal greetings 2.76 3.00 -0.51 — 0.307 
E Lunch 2.50 2.79 “ -0.85 0.200 
E “ Dinner 2.92 一 3.38 -1.22 ~ 1 2 0 
E Courtesy visit 2.00 2.57 -1.42 O.Q88~" 
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From the table above, we cannot observe any special trend or difference between 
male and female managers. Actually, if we modify our statement to verify the equality of 
the two means, we can obtain a positive result in the t-test. Since the managers are not 
significantly different in the approach of organizing activities, we can inferred that they do 
not have difference the approach of building relationships. 
Conclusively, the hypothesis is rejected and the importance of activities do not 
depend on sex of managers. 
Hypothesis 3b : Perceived importance of relationship activities depend on the age of 
relationship managers 
Since more that 90% of the replied managers are of age between 20 to 40，we can 
divide them into two groups according to their age (age >= 30 and age <30). Similar to 
the hypothesis-3a, we used t-test to scan for significant differences. 
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TABLE 10 
T-TEST RESULT OF HYPOTHESIS-3B 
Category Activities A^e >30 A^e < 30 t-value p-value 
• � " j ^ c e review � ： ' 2.32 ； 4>69^ 0.052 
A Reiationship review I J3 ., 231 , AM _ 5 � 
A7 Business Update L82 2.16 - 0 f 9 4 ： 0.176 
B Keep track of development 一 2.05 2.42 ^1,06 0.150 
B Keep track of interactions 2.00 2.42 : : ¾ ¾ : 0.136 
B Internal communication L86 2.21 H : 0.176 
C Seminars ~ 3 . 5 0 ~ 3 . 2 1 ^ 0 7 ^ 0.220 “ 
C Semd te&emch regaMy 3>4S 2J5 I AO D.085 
C Provide research when requested 2.18 2.21 -0.08 0.469 
C Cross-selling 2.29 2.26 — 0.06 0.478~ 
D Daily services 2.59 2.26 “ 1.00 ~ 1 6 3 
D Credit review 2.23 2.63 -1.09 ~0141 
E Non-business activities 3.86 3.79 0.17 0.433 
E Reception cocktails 3.64 3.37 0.69 0.247 
E Personal greetings 2.50 2.89 “ -1.05 ~0150~ 
E Lunch 2.50 2.58 “ -0.24 ~ 0 4 0 ^ " 
E Dinner 3.05 ~ 3.05 -0.01 0.497~ 
E ICourtesyvlMt- %M 2.53 >2,02 0.027 
Before going down to the activities, when asked to indicate the importance of 
having good relationship with clients, senior managers perceived higher importance (Mean 
=1.09) than junior managers (Mean = 1.42). T-test results (t-value = -1.44，p-value 
=0.083) confirm with the argument. On the other hand, senior managers also gave higher 
ranking to proactive activities. Though the results do not show significant differences, we 
can observe a trend that senior managers tend to emphasis more on internal activities than 
juniors. Interesting enough, junior managers generally prefer sending publications to 
clients while senior managers are more willing to pay courtesy visit to their clients. 
Conclusively, we accept the hypothesis. Senior managers (age >=30) and junior 
managers (age <30) perceive different importance in proactive, internal and informative 
activities. 
6 items with entire row shaded indicate a significantly difference under 90% confident interval. In the 
following t-test result, a 90% confident interval in employed. 
7 items with only t-values shaded indicate an observed trend which is not statistically different. 
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Hypothesis 3c : Perceived importance of relationship activities depend on the country-of-
origin of the banks 
In the case of country of origin, we would compare the perceived importance of 
managers from Asian (Chinese, Hong Kong and Japanese) banks to that of managers from 
non-Asian (American and European) banks. They are referred as Asian managers and 
non-Asian managers in the following paragraphs. 
TABLE 16 
T-TEST RESULT OF HYPOTHESIS-3C 
Category Activities Asian Non-Asian t-value p-value 
A ;55v!ce review 一 2.24 1,65 L92 0,031 
“ A iSSkmshipi^v 細w 2.20 ；"^ " 1.71 � ~ L 4 7 ^ " 臓 厂 
I^MVWMIWMMMiIMMWMMMWIM*!1 sWWMMWWW^MMmWMWMMW 
m^mx^pm^i�$ “::诀、::^ ^ :i； %s% li�t t- i ^ x :;.::�丨-s^m' \]:0jm：' 乂 
immmmtmmmmmm^ iwiwirtwiwiii'iwwii^ ^ 腳 — 謹 軸 議 阶 一 冲 軸 軸 麵 麵 ！ 柳 … 酬 酬 糊 卿 滿 藝 隱 酬 丨 IAwiwi' viwiw 'iwivi ui»iwi'i«i'iiw' 'iw 
B Keep irack of development Z4S 1.76 2,14 0,020 
B Keep track ofinteractions 2,40 L 8 8 ~ 1,54 0,066 一 
B Internal communication 2.20 1.76 1.20 0.118 
一 C Siii^ars ^~3.20 3>71~] 4.37 0.090 
C Send research regularly 112 3.41 -0.79 0.216 
C Provide research when requested 2.28 2.06 0.62 0.271 
C Cross-selling 2.44 1.94 1 .25~ 0 .109~ 
D Daily services : 2.72 ” 1.94 —2.48 0,009 
D Credit review 2M _ K94 "^2.05 0.024 
E Non-business activities 3.80 — 4 . 0 6 -0.56 0.288 
E Reception cocktails 3.40 一 3.71 -0.87 0.194 
E Personal greetings 2.60 “ 3.13 -1.22 0.115 
E Lunch 2.64 2.41 0.71 — 0.241 
B mmrn 2.92 331 M99 
E [Courtesy visit 2.32 1 1.94 1:25 0.109 
In results, we can spot several differences between the two groups. Firstly, when 
asked to indicate the importance of having good relationship with clients, Asian managers 
(Mean = 1.36) perceived lower importance than non-Asian managers (Mean = 1.06). T-
test results (t-value=1.66, p-value=0.0504) confirm the argument. It reflects that non-
Asian (American and European) managers value bank-client relationships to a higher 
extent. 
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From the above table, we can observe that non-Asian managers emphasize more on 
all the proactive activities (Category A). Since these proactive activities are practiced by 
internationally operating American and European banks, it is reasonable that their head-
quarters would transfer the related experiences to Hong Kong offices. Moreover, more 
emphasis is also put on internal activities (Category B); especially those for monitoring the 
development of relationships. With the application of scientific management, western 
banks usually give extra credits to measures and procedures that help in minimizing 
inefficient effort. Since the tracking activities can serve as both control procedures and 
communication channels (between managers and their supervisors and among peer 
managers), managers in non-Asian banks would undoubtedly appreciate them more. 
Furthermore, non-Asian managers also welcome more to the routine activities (Category 
D). As these activities, like daily activities and regular credit review, would serve more 
for financial control than for relationship enhancement purpose, managers in western banks 
would offer them higher rating for reasons similar to that of internal activities. Finally, 
Asian managers seem to have preferences on inviting clients to seminars and dinners. 
Conclusively, we can accept the hypothesis. Perceived importance of non-Asian 
managers are significantly different from Asian managers in terms of proactive, internal 
and routine activities. 
Hypothesis 3d: Perceived importance of relationship activities depend on the 
psychographical factors of relationship managers 
Apart from the demographic characteristics of the managers, we would also like to 
investigate the impact of psychographical factors. Altogether five factors are considered in 




MEAN VALUES OF PSYCHOGRAPHICAL FACTORS OF MANAGERS 
Statements on Mean Standard “1” or ”2” “4” or “5” 
Psychographical Factors [ 1 = Very True ] Deviation % % 
[5 = Very Untrue] 
Task oriented (vs. People oriented) 一 2.524 0.890 57.1% • 14.3% “ 
Is an outgoing person 1.976 一 0.780 一 76.2% 2.4% 
Prefer making new friends than enjoying 3.095 0.906 21.4% 31.0% 
with existing friends 
Enjoy long-term relationships 1.762 — 0.726 ~ 88.1% 2.4% 
Is an innovative person 2.330 — 0.754 — 59.5% 4.8% 
Is an aggressive person 2.000 0.625 81.0% 0 .0% 
It is straight forward that dominating results were obtained when managers were 
asked if they are "outgoing", "enjoy long term relationships" and "aggressive". Over 76% 
of the managers regard themselves as outgoing, 88.1% of them enjoy long-term 
relationships and 81.0% of them thought themselves as aggressive people. It seems that a 
large portion of the managers responsible for maintaining bank-client relationships are 
possessing these characteristics. 
For the rest of the attributes, with a range of "1" to “5” ("Very True" to "Very 
Untrue’，)，we divided the managers into two groups: managers answering "1" or "2" and 
managers answering “4，，or “5，，in the above items. Managers answering "3" are 
intentionally neglected as they indicated no preferences. The two groups of managers are 
tested for differences in their perceived importance of activities. 
Firstly, managers are divided into two groups : task-oriented and people-oriented. 
Task-oriented managers are those answering “1，，or "2" in the "Task-oriented" question 
while people-oriented managers answered "4" or "5". 
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TABLE 10 
T-TEST RESULT OF HYPOTHESIS-3D 
(TASK-ORIENTED VS. PEOPLE-ORIENTED) 
Category Activities Task People t-value p-value 
A Service review 1 , 9 2 ~ 1.67 0 . 5 8 ~ 0.284 
A Relationship review 1.92 — L83 0 1 8 ~ ~ 0.429 
二 A Btisimess Update — L92 1.33 . L 5 4 ~ 痛 7 一 
B Keep track of development 2A3 2j00 0.29 0.386 
B Keep track of interactions 2.04 2.17 -0.27 0.228 
B Internal communication 1.79 L50 0.92 “ 0.183 
推 M M ^ g ^ r 口 頌 玄 於 狭 》 鹓 � t ' j 熟 ^ ' ^ ^ m w s ^ fmm：‘、 
C Send research regularly 3A1 3 ^ 0.35 0.367 
C Provide research when requested 2.21 1.67 1.25 0.111 
C Cross-selling 2.00 — 2.00 0.00 — 0.500 
D Daily services 2.25 “ 2.33 -0.21 0.419 
D Credit review 2.29 2.17 0.20 0.425 
E Non-business activities 4.29 3.50 1.14 0.132 
“ E R^eptloncocktails : 3.54 ‘ 一 3*00 一 1,47 0.080 
: E Personal greetings 3 Q 8 ~ 2.25 1;13 0.135 
E Dinner 296 3.20 -0.55 0.294 
F E ICouit^yv^ t 2,29 1.40 2.10 0 . 0 2 3 ~ 
We discover that people-oriented managers (Mean = 1.00)，when asked to weight 
the importance of having good relationship, give significantly higher scores than task-
oriented managers (Mean = 1.17). T-test results (t-value=2.14, p-value=0.022) confirm 
the argument that people-oriented managers value bank-client relationships more. 
Concerning the activities, people-oriented managers emphasize more on social activities. 
The reason may stand that people-oriented managers may more attention to building 
personal relationships with clients and thus value more on social and personal activities. In 
addition, they also have preferences on business updates and seminars. 
In the second test, managers are divided into a group preferring new friends 
(answered ‘T’or "2") and a group preferring existing friends (answered "4" or "5"). 
Since managers preferring existing friend would put more emphasis on established 
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relationships, we would regard them as more relationship-oriented people in contrast with 
less relationship-oriented people (prefer new friends). 
TABLE 19 
T-TEST RESULT OF HYPOTHESIS-3D 
(NEW FRIENDS VS. EXISTING FRIENDS) 
Category Activities New Existing t-value p-value 
A �iServkei^vlew 2,33 . ‘ h69 丨 133 丨：0.072 
— A ieStkmshlp review . 144 1.54 " " T ^ 0M1 
A, Bu^nessUpdaife 233 1,38 "234 0,004 
B Keep track of development 2J1 2.00 0.24 0.407 
B Keep track of interactions 2.22 2.08 ~ 0.30 0.383 
職 B m m ^ i ^ m m m t M m 1LU ~ 1,63 I S f l i <M)93 — 
C Seminars 333 3.54 -0.33 0.373 
C Send research regularly 2.89 3.00 -0.28 0.392 
C Provide research when requested 1.89 1.92 -0.08 0.469 
C Cross-selling 2.22 2.08 0.29 0.387~ 
D Daily services 2.44 2.00 一 1.14 一 0.135 
D Cmdit review 167 — 1.85 1.9¾ 0.036 " 
E Noi3t>femsiiness acdvilies 3；56 4.46 -1JS 0.065 
E Reception cocktails 3.33 3.69 _ -0,55 \ 0.293 
E Personal greetings 2.44 2.92 蔬 騰 、 0 . 1 9 4 
E Lunch 2.00 2.38 : 0.175~ 
“ E Dinner 一 3.00 一 3.00 0.00 0.500 
• E ICourtesy visit 1.78 2.31 4.2S 0.108 
More relationship-oriented managers perceived significantly higher importance on 
all the three proactive activities and also the routine activities. Since they emphasize more 
on established relationships, they are more willing to carry out proactive activities with 
existing clients and put more effort on executing routine activities for them. For less 
relationship-oriented managers, they tend to weight higher on social activities. It reflects 
that less relationship-oriented managers would be more aggressive in acquiring new clients 
and they would prefer social activities which offer them opportunities to meet with 
potential clients and to extend their client base. 
Conclusively, the test results indicate that managers with different psychographical 
factors perceived different level of importance on relationship activities. We accept the 
hypothesis. 
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Summary of Hypothesis Three 
The test results of the above hypothesis are listed in table 20. After considering the 
four sub-hypothesis, we would accept hypothesis three and the perceived importance of 
activities are affected by the characteristics of managers. 
TABLE 20 
SUMMARY OF HYPOTHESIS THREE 
Characteristics of Manager Sub-hypothesis Activities with different importance 
Sex Reject Nil 
Age Accept Proactive, Internal, Informative 
Country-of-origin of bank Accept Proactive, Internal, Routine 
Psychographical factors Accept ：^ 
-task-oriented Proactive, Social 
-prefer new friends —- Proactive, Routine, Social 
Relationships between Nature of Clients and Perceived Importance of Activities 
Hypothesis 4 : Perceived importance of relationship activities depend on the nature of 
clients 
The tests employed for hypothesis four are similar to that of hypothesis three in the 
previous section. Similar to hypothesis three, the nature of clients are analyzed in five 
different aspects and the hypothesis is therefore divided into five sub-hypothesis. For 
simplicity, the variables tested are assumed to be totally independent and the contribution 
of the correlation among them are intentionally neglected. 
Hypothesis 4a : Perceived importance of relationship activities depend on the products 
used bv clients 
In order to test whether managers' relationship activities are related to the product 
used by his client, two tests were conducted. In the first one, managers with majority of 
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their clients using trade finance products (trade-finance managers) and managers with 
clients using non-trade finance products (non-trade-finance managers) are separated into 
two groups. Cash management, treasury services, loans and others services are all 
regarded as non-trade-finance products. In the second one, the managers are separated 
similarly into credit managers and non-credit managers. In this case, credit products are 
referring to various kind of loans while non-credit products are composed of cash 
management, trade finance, treasury and others services. 
TABLE 21 
T-TEST RESULT OF HYPOTHESIS-4A 
(TRADE FINANCE VS. NON-TRADE FINANCE) 
Category Activities Trade-Fin Non-Trade t-value p-value 
A ？ervice review 1.95 1.91 0.13 0.448 
A Relationship review 1.84 2.00 -0.51 — 0.308 
A Business Update 1.74 1.95 -0.72 0.239 
B Keep track of development 1.95 2.23 -0.95 0.175 
B Keep track of interactions L95 2.23 -0.87 0.196 
B Internal communication 2.00 1.82 0.67 0.254 
C Send research regularly 3.42 3.05 LD2 0.157 
C Provide research when requested 2.16 2.05 沟 4 U : 0.358 
C Cross-selling 2.39 1.95 “ 1.23 “ 0.114 
; m i ^ m M M P ^ ^ / y , 、 ' 工 ^ l ^ m h ^ x ^ s i ? ： ， : 勵 g : � � 
D Credit review 124 2.27 0.27 0.395 
E Non-business activities 4.05 3.86 0.42 0.340 
E Reception cocktails 3.42 3.59 -0.46 0.325 
E Personal greetings 2.67 2.81 “ -0.33 “ 0.370 
E Lunch ~ 2,26 2.64 0,087 
E Dinner 2.95 3.05 -0.38 0.352 
‘ B jCoorte&y visit IM 229 4.71 0.049 
Considering the first test, trade-finance managers gave lower rating to seminars. 
Though not statistically significant, we can observe that trade finance managers tend to 
offer lower ratings to all four informative items. It is reasonable since the trade-finance 
products, like bills of change and letters of credits, are usually generic and standardized. It 
is difficult for the bank to introduce new products or add-in new features since agreement 
should be obtained by at least four parties (importer, importer's bank, exporter and 
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exporter's bank) before the transaction can be actually carried out. In addition, according 
to a manager interviewed, trade-finance clients tend to have stable, specific needs and thus 
seldom search for new products or services. Furthermore, trade-finance managers also 
perceive higher importance on daily services. This may also relate to the communication-
intensive and document-intensive natures of trade-finance products. Finally, trade-finance 
managers also give higher scores to lunch and courtesy visits. 
TABLE 22 
T-TEST RESULT OF HYPOTHESIS-4A 
(CREDIT VS. NON-CREDIT) 
Category Description Credit Non- t-value p-value 
Credit 
A Service review 1.91 1.93 -0.08 0.471 
A Relationship review 2.18 1 . 8 3 ~ 1.00 0.161 
A Business Update 2.00 “ 1.80 0.58 0.282 
B Keep track of development 236 100 1.10 0.140 
B Keep track of interactions 2.18 2.07 0.31 0.380 
B Internal communication 1.91 1.90 0.03 0.489 
— C S o n a r s 3.27 3.50 "“-0.54 0 .297~ 
C Send research regularly 3.27 3 . 2 0 ~ 0.17 0.432 
C Provide research when requested 2.36 2.00 1.07 0.147 
C Cross-selling 2.18 “ 2.14 — 0.14 0.447 
D Daily services Z64 223 1.16 0.127 
D Credit review 2.18 2.37 -0.46 0.324 
E Non-business activities 4.36 3.80 ： 1.12 0.135 
" E j ^ e p t o cocktails _ 438 3.20 2.58 ~ 0 1 1 
E Personal greetings 130 2.55 i,59 0.061 
www.wiii^ ^ _w__w_w___"i 
E Dinner X4Q 2S6 IAB 0.083 
E Icourtesy visit 2.40 1.97 ) 1.18 0.131 
Moving to the second test, comparing credit to non-credit managers, there is a very 
clear contrast that non-credit managers perceive relatively higher importance on reception 
cocktails, personal greetings, lunch and dinner. In fact, non-credit managers tend to give 
higher scores to all social activities. The reason may stand that credit clients rely more on 
banks than non-credit clients owing to the nature of product. Credit managers may 
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therefore not need to pay as much attention on building social or personal relationship as 
non-credit managers. 
Since positive results can be obtained by dividing the managers in both ways 
(trade-finance and credit), we accept hypothesis-4a. 
Hypothesis 4b : Perceived importance of relationship activities depend on the size of 
clients 
Considering the size of clients, managers are divided into two groups: large client 
managers and small client managers. Large client managers would focus on multinational 
corporations and listed companies in Hong Kong. Small clients managers would handle 
companies that are not listed and small-scale business operations. 
TABLE 23 
T-TEST RESULT OF HYPOTHESIS-4B 
Category Activities Large Small t-value p-value 
A Service review 1.83 2.06 0.220 
A Relationship review 1.88 2.00 ”0.40 一 0.347 
A Business Update U63 2.18 AM 0.035 — 
B 傲 Keep track of interactions 2.17 2.00 0.50 0.311 
B Internal communication L92 L88 0.12 0.451 
C Seminars 3.42 3.47 -0.14 0.444 
C Send research regularly 3.13 3 . 3 5 ~ -0.61 0.274 
C Provide research when requested 2.00 2.24 -0.76 0.226 
C Cross-selling 2.17 ~ 2.12 ~ 0 . 1 5 0 .439~ 
p M y services 2.04 r 2>76 -2M 0.010 
D review 2,08 _ 2.65 -1.61 0.05S 
' E Non-business activities 4.00 3.88 0.26 ().400 
^3,14.：钋；怎絲：^ ^M^'ry ：： 
E Lunch 2.50 2.41 0,32 0.377 
E Dinner 3.09 2 . 8 8 ~ 0.78 _ 0.247 “ 
E Courtesy visk 2.22 1.88 L23 0.114 
As shown in table 23，large client managers assign higher weight to business 
updates and development tracking activities. Though not statistically significant, they tend 
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to put more emphasis on other proactive activities which suggests that proactive activities 
are more important for large clients. Moreover, large client managers perceive higher 
importance on routine activities. Certainly, manager would have more communications and 
document flows with large clients than with small ones. Usually, small clients would talk 
to banks in a less frequent manner. In terms of credit review, as large clients have multiple 
business units and dynamic operating environments, managers would definitely pay more 
attention to review their credit status. Small clients are usually simpler in nature and thus 
less efforts are required to evaluate their credit status. In addition, it is interesting that 
small client managers tend to have higher preference on social activities. 
Finally, managers have different perceptions on proactive, routine and social 
activities. Thus we accept the hypothesis that the size of clients would affect the 
perceived importance of relationship activities. 
Hypothesis 4c: Perceived importance of relationship activities depend on the industry 
type of clients 
In this sub-hypothesis, managers are divided into two groups: conglomerate 
managers and non-conglomerate managers. Conglomerates managers would have majority 
of their business volume contributed by conglomerate clients while non-conglomerate 
managers would focus on clients with specific business natures. 
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TABLE 10 
T-TEST RESULT OF HYPOTHESIS-4C 
Category Activities Conglo- Non- t-value p-value 
merate Conglomerate 
A Service review 1.94 2.05 -0.36 0.362 
A Relationship review 1.83 2.15 -1.01 0.161 
A Business Update 1.94 1.90 0.14 0.445 
B Keep track of development 2.33 2.00 1.09 0.142 
B Keep track of interactions 2.05 2.30 -0.72 0.238 
B Internal communication 1.94 “ 2.00 — -0.20 0.422 
C Seminars 3.56 3.35 0.5~j~ 0.306 “ 
C Send research regularly 3.28 3.30 -0.06 0.478 
C Provide research when requested 2.39 1.95 1.41 0.084 
C Cross-selling 2.33 2.16 0.47 “ 0.320 
D Daily services 2.33 “ 2.35 -0.05 “ 0.481 
D Credit review 2.28 2.40 -0.32 0.376 
E Non-business activities 4.33 3.60 1.68 0.052 
E Reception cocktails 3.67 3.55 0 .30~ 0.385 
E Personal greetings 2.88 2.74 — 0.32 0.374 
E Lunch 2.28 2.60 -1.12 0.136 
E Dinner 2.88 3.21 -1.20 0.120~ 
E ICourtesy visit 1.94 2.25 -1.11 0.137 
Before the test, differences in mean scores were expected. Since conglomerates 
have diversified business units, they may have a wider range of financing alternatives and 
thus less relying on banks. With diminishing business opportunities, banking managers may 
have different approach in building and maintaining relationships. However, the above 
table shows that the mean scores of the two groups of managers are not significantly 
different in most cases. 
In this test, owing to the limitation of small sample size, manger groups can only be 
divided into conglomerates and non-conglomerates. Test cannot be carried out for other 
industry types and we cannot infer anything on the impact of industry type. 
Hypothesis 4d\ Perceived importance of relationship activities depend on the countrv-of-
origin of clients 
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In this section, managers would be divided into Asian client managers and non-
Asian client managers. Asian client managers would have majority of his clients originated 
in Asian countries (Greater China, Japan, Korea and South-east Asia) while non-Asian 
client managers would focus on clients originated in non-Asian countries (America, 
Europe and others). 
TABLE 25 
T-TEST RESULT OF HYPOTHESISED 
Category Activities Asian Non-Asian t-value p-value 
A Service review 1.88 2.11 一 -0.69 ' 0.248 
A Relationship review 1.91 2.00 -0.25 0.402 
A Business Update 1.88 “ 1.78 0.26 0.397 
• B K^ ep track of H 1.67 細 1 
B Keep track of interactions Z09 2.11 -0.04 0.483 
B Internal communication L94 1.78 0.49 0.315 
C toninars 3.34 3.78 -0.97 0.169 
C Send research regularly 3.22 3.22 -0.01 0.496 
"C Providefesearchwhenreqne$ted ‘ 222 1.67 - 153 0.067 
C Cross-selling 2.06 2.50 -0.99 0.165 
D Daily services 2.41 2.11 0.79 0.219 
D Credit review 2.34 2.22 0.28 0.390 
E Non-business activities 3.91 4.11 、4K3S 0.355 
E Reception cocktails :~~^~ 论73、 0.235 
E Personal ^ g g t o 2A2 4.00 -3.44^ 0.031 
E Lunch 2.41 2.67 -0.79 0.264 
E 5iner 2.S7 344 A.90 0*03f 
E lcourtesy visit 2.03 2.22 SM 0.283^" 
From the table, we can observe that Asian client managers perceive higher 
importance on to personal greetings and dinner. Though not statistically significant, they 
tend to offer higher scores to all social activities. Comparing to western countries, Asian 
culture (Chinese and Japanese) would value more on personal relationship. It makes sense 
that Asian client managers would put higher rating on social activities to improve their 
personal relationship with clients. On the other hand, non-Asian managers have 
preference on development tracking and responding to clients' requests. 
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In conclusion, the mangers perceive different importance on social activities and 
thus the country-of-origin of clients have significant impact on the issue. We would accept 
the hypothesis. 
Hypothesis 4e : Perceived importance of relationship activities depend on the age of 
contact persons of client companies 
In hypothesis three, we have consider the age of managers. In this section, the 
impact of age of contact persons in the client companies would be evaluated. Managers are 
divided into senior client managers whom have a majority of his clients over 40 and junior 
client managers whom have clients younger than 40. 
TABLE 26 
T-TEST RESULT OF HYPOTHESIS-4E 
Category Activities Contact > 40 Contact < 40 t-value p-value 
A S ^ i c e review 2.12 ' 1.83 1.01 0.160 
A Relationship review 1.88 2.00 -0.37 0.357 
A Business Update 1.71 2.00 -0.95 0.174 
B Keep track of development 2AS 2.09 0.29 0.385 
B Keep track of interactions 1.88 2.30 -1.28 0.105 
B Internal communication 1.76 2.04 -1.02 0.158 
^ C ~ S e m i t t a r s ‘ . " 3J6 丨—3.22 — 1.45 """""aOTT" 
C Send re^arch regularly 2.94 3.48 AA5 0.077 
C Provide research when requested 2.18 2 M 0.42 0.339 
C Cross-selling 2.12 • 2.23 ""-0.30 0.383— 
D Daily services ^53 2.22 0.97 0.168 
D Credit review 2J5 2.30 0.13 0.448 
E Non-business activities 3.70 4.17 -1.02 0.158 
E Reception cocktails 3.12 3.S3 AM OM1 
~— Lunch 241 2.52 4U9 0.350 
^ H ~ D i t i i t e r ~ ^ 2J6 — 3*24 騰丄S2 0.039 “ 
• E ICourtesy-visit 2.27 I 丄44 I 0.080 
Observing the results, senior client managers have preferences on sending research 
regularly while junior client managers assign higher weighting to seminars. Considering 
social activities, senior client managers perceive high importance on reception cocktails, 
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personal greetings, dinner and courtesy visit. Though not statistically significant, they 
tend to gave all social activities higher scores. The reason may stand that senior managers 
have more established personal relationships than junior managers thus they have to pay 
more effort to maintain these relationships. 
Conclusively, since the mangers are different in informative and social activities, we 
can accept the hypothesis. 
Summary of Hypothesis Four 
After all, we tend to accept hypothesis four since most of the sub-hypothesis are 
accepted. The perceived importance of relationship activities depend on the nature of 
clients. 
TABLE 27 
SUMMARY OF HYPOTHESIS FOUR 
Nature of Clients Sub-hypothesis Activities with different importance 
Product used Accept Informative, Social 
Size Accept Proactive, Routine, Social 
Industry8 Cannot determine N.A. 
Country-of-origin of clients Accept Social 
Age of contact persons of Accept Informative, Social 
client companies 
Adjustments to the Proposed Model 
In chapter three, we have proposed a model for the forces affecting the perceived 
importance of relationship activities. After the analysis, we conclude that most of the 
factors considered are having significantly impact on the managers' approach of organizing 
relationship activities. Only one to two of them are not correlated or cannot be 
8
 S i n c e t h e sample size is too small, we cannot collect enough data points to carry out extensive testing on the hypothesis. The impact of 
the industry variable cannot be determined. 
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determined. The analysis results of the forces are summarized in figure 5. The symbol 
represents that the factor has impact; represent factor has no impact and "?" 
represents undetermined result. 
FIGURE 5 
MODEL OF FORCES AFFECTING PERCEIVED IMPORTANCE OF 
RELATIONSHIP ACTIVITIES 
/Characteristics of Managers X y^ature of Client ^ s . 
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Increase priority of Proactive and Internal activities 
Among the five categories, proactive activities (Category A) are the one of highest 
importance to the bank-client relationships. Within this category, business updates receive 
the widest support. Our results confirm with the findings of Perrien and Ricard (1995) 
which show that the bank's knowledge of both the clients' company and environment is 
the most important component of an effective relationships. Operating in a changing 
environment, new needs would always be arising within a company. The bank that first 
identifies the need and comes up with appropriate solutions would definitely have 
advantages in winning the deal. The client would also have an impression that the bank 
really knows about the company and is willing to commit to the relationship. In this case, 
a regular business update session would be the most efficient way of collecting information 
about future development and internal changes of client companies. Apart from visiting 
clients, business updates include monitoring changes in government policies and macro-
economic factors through newspapers, magazines and other sources. Variation in these 
external variables would also create impact to the clients' business environment. 
The banks are recommended to carry out business updates with clients on a regular 
basis. The frequency of update should depend on the industry nature and operating 
environment of the clients. In general, business updates should be conducted at least once 
a year. Whenever there are rigorous changes in the clients' operating environment, 
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managers should also talk to them in order to understand the impacts on company and 
industry level. For example, when the government enforces extra restrictions on the 
property developers, managers should contact their property accounts to understand the 
effects on their credit health and banking needs. 
Following business updates, both service reviews and relationship reviews attain 
the second position on the ranking list. Banks should also pay more effort on both of 
them. Since relationship managers are not the persons who deliver services (usually the 
product specialists), they are not directly involved in every transaction. After delivery of 
services, manager should review the quality of services with clients. In case of complain, 
they have to cooperate with corresponding specialists to identify the problem and restore 
the satisfaction of clients. 
In fact, the nature of the two activities are similar: through service reviews, 
managers can obtain the clients' feedback on the performance of the bank. In case of 
complain, they can react in a more instantaneous way and maintain the satisfaction of the 
clients. According to consumer behavior theories, small complains can be turned into 
chances to excel if the service providers can give reasonable explanations and correct the 
errors in a short period. For relationship reviews, manager and client would evaluate the 
past relationship and set together a goal for the next period. Since the quality of 
relationships are highly affected by the clients' satisfaction level, carrying out both 
activities together cannot only paint a more comprehensive picture of the bank-client 
relationships, but also avoid misunderstandings and mis-interpretations. 
Apart from proactive activities, the internal activities (Category B) were the first 
runner-up in terms of importance. Internal activities include communication with internal 
specialists and tracking the development of relationships. In order to improve the 
communication efficiency, electronic messaging systems can be implemented. With an e-
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mail system, managers can communicate without the time and location constraints. For 
example, a relationship manager can still send complicated messages to products specialist 
even when he is not available or out of town. Furthermore, in order to improve the 
tracking activities, a set systematic tracking procedures should be established. Managers 
should follow predefined procedures to track the development of relationships so that they 
would not miss any details. Moreover, systematic procedures can also allow supervisors 
to monitor the status of each bank-client relationship. 
Focus on two-way informative activities 
From the survey, we can observe that two-way informative activities (provide 
research when requested and cross-selling) are ranked much higher than one-way activities 
(send research and seminars). Two-way activities allow managers to tailor the message 
and information transferred according to the requirements of the clients. This is actually 
another way to demonstrate the bank's understanding on the client's company and 
operating environment. In order to provide accurate and constructive ideas, these 
activities should be complemented by the proactive activities mentioned above. Moreover, 
cross-selling involve active selling to clients and can directly induce new business 
opportunities. The speed and content of response to clients would directly affect the 
satisfaction level of the clients. Therefore, the banks should focus and allocate more 
resources to two-way informative activities when passing messages to clients. 
Procedures for relationship building 
As reviewed in hypothesis one, the banks have adapted just the concept of 
relationship marketing. In order to maximize the benefit of relationship marketing, they 
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should establish systematic procedures to make optimal use of the resources used in 
relationship building activities. 
Clear and comprehensive guild-lines / procedures should be developed for both 
new and existing managers to organize relationship building activities. In setting up the 
procedures, factors like industry characteristics, organization cultures, organization 
structures should also be considered. Combining the ten-stage model of Watson (1986) 
and the result of in-depth interviews, a structure (Figure 6) is suggested as a construction 
framework for developing guild-lines. 
Automate Relationship Tracking Systems 
Relationship managers spend a significant proportion of their time on paper works 
to track or report the development of relationships. For example, managers may be 
required to fill in call memos after each meeting with clients. From hypothesis one, we can 
observe that over 97% of managers track relationships while only about 85% have client 
databases (not to say tracking systems). It seems that automation of the relationship 
tracking process is required to eliminate the paper work and to reduce the workload of 
managers. According to Perrien, Filiatrault and Ricard (1993), "Workload of the account 
manager" is ranked the third on the problem list, reducing managers' workload would 
undoubtedly have positive effects on the bank-client relationship. With a lighter burden, 
managers can allocate more time for each client in terms of responding to requests and 
actively maintaining bank-client relationships. 
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FIGURE 6 
FRAMEWORK FOR ESTABLISHING SYSTEMATIC PROCEDURES 
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In fact, an automated system cannot only reduce paper-work but also allow 
managers to share information. Managers serving the same client (e.g. relationship 
managers and product specialist) can exchange their information and understand the most 
up-to-date status of the client. Managers can then save time for chasing other managers 
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for client information and also avoid the embarrassments of proposing self-contradictory 
ideas to the clients. Along with the advances in technology, the costs of computer 
equipment and software are continually decreasing. The benefits for an automated 
relationship tracking system can definitely cover the corresponding computer costs. 
Develop measures to evaluate relationships 
In hypothesis two, we conclude that the relationships with clients are related to the 
performance of the bank in both tangible and intangible aspects. Since the five items 
tested in hypothesis two all received high scores from managers, they can be used as 
measures to evaluate relationships. 
Similar to the result of the survey, measures can be divided into tangible and 
intangible criteria. 
Considering tangible measures, to evaluate the relationship with a client, we can 
measure the growth in business volume and profit9 generated from this client. Increases in 
the two variables (adjusted with inflation and average industry growth) reflect the 
improvement of bank-client relationship and vice versa. In fact, the cost items (operating 
cost, transaction cost and relationship cost) are usually difficult to measure, thus the profit 
cannot be estimated accurately. In this case, we can focus only on business volume 
growth instead of profit growth in evaluations. Moreover, as mentioned in the analysis 
results of hypothesis, we confirm that managers regard that the correlation between 
relationship and business volume growth is higher than the correlation between 
relationship and profit growth. With a higher correlation, business volume is indeed a 
better mean of measure than profit growth. 
9 According to the interviewed managers, banking profit can be estimated using this formula : 
Profit = Revenue - Transaction Cost - Operating Cost - Relationship Cost 
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For intangible measures, loyalty level, number of referrals and client turnover rate 
can all be taken as means of evaluation. Loyalty level can be reviewed by analyzing the 
clients' purchase patterns and the banks' wallet shares. A customer of high loyalty level 
would assign larger wallet share to the bank and would continually award contracts to the 
same bank rather than switching among competitors. Referral and turnover rate can be 
measured through arranging meetings with new clients and exit interviews with lost clients. 
On the other hand, as in analysis results, managers tend to think that the effect and 
cost of the relationship activities cannot be measured objectively and systematically. In 
fact, these activities can be measured in a relatively indirect way. As the objective for 
relationship activities is to improve the bank-client relationship, their cost-effectiveness can 
be estimated through evaluating the overall relationship using the above mentioned 
methods. 
Adapt relationship elements in performance appraisals 
Since the banks do not have systematic evaluations on relationships, it is unlikely 
that the performance appraisals of relationship managers are tied to their relationship with 
clients. In fact, it is highly probable that bank managers are now assessed by traditional 
criteria based on individual transactions rather than relationship related criteria. 
As explained by Perrien, Filiatrault and Ricard (1993), “Assessment of the account 
manager's job on transactional criteria" is one of the top five problems in causing negative 
impact on the implementation of relationship exchanges between commercial banks and 
their clients. Relationships take time to build and their monetary return are not obvious in 
early stages. Measuring using only traditional criteria (e.g. profit generated from 
individual transactions) cannot reflect the actual performance of the relationship managers 
since the result of their effort may come in later years when the relationships become 
72 
mature. If performance appraisals neglect the relationship elements, managers may be 
unsatisfied and deterioration of relationships may be resulted. 
Finally, some banks take relationship managers as cost centers of the bank as they 
realize the cost attributes rather than profit attributes of relationship management. Indeed, 
even include relationship costs, taking relationship approach can still generate profit for the 
banks. Relationship managers should be regarded as profit centers of the bank to maintain 
more aggressive working attitudes among the mangers. 
Alter the perceptions of relationship managers 
As indicated in hypothesis three, junior managers (in terms of age) weight 
proactive and internal activities lower than senior managers. Junior managers may not 
have sufficient experiences in relationship management and they may not establish as many 
relationships (both business and personal) as senior managers. In order to balance the 
perceptions of managers, training sessions should be organized for junior managers. 
Informal sharing sessions can be arranged for managers of different levels to exchange 
experiences and thoughts. This can improve the teamwork spirits and integrity of the 
bank. 
On the other hand, managers from Asian banks perceive less importance on having 
good relationships and they tend to weight proactive, internal and routine activities lower 
than non-Asian managers. Since these three types of activities are proven to be of highest 
importance, Asian banks should implement measures to alter the perceptions of their 
managers so that they can be compatible to their non-Asian counterparts. 
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Improve recruitment criteria 
When recruiting for relationship managers, apart from traditional criteria like 
relevance experiences and education, relationship related attributes should also be 
considered. Since hypothesis three shows that psychographical factors would affect the 
relationship building approach, personality should be taken into account when recruiting 
for relationship managers. To become a relationship manager, a person should be 
outgoing, aggressive and innovative. He should also be a relationship-oriented person and 
enjoy long term relationships both in their working environment and social lives. 
As mentioned in the analysis, relationship-oriented managers would put more 
emphasis on existing customers while the other managers would be more aggressive in 
acquiring new clients. Banks can recruit managers based on their marketing objectives. If 
the bank is to maximize the profit from existing clients, they can recruit for people who put 
more effort on existing clients. Similar, if the objective is to increase market share, they 
can hire people who prefer to acquire new businesses. 
On the other hand, the hypothesis also indicates that the sex of managers have no 
impact on relationship building approach. Both male and female candidates should receive 
same credits in the recruitment process. 
Less social activities for clients using credit facilities 
As shown in hypothesis four, non-credit managers tend to offer higher scores to 
social activities. This can be explained based on the nature of credit products. For other 
products, whether to enter a transaction or not is solely depending on the client. However, 
the decision on a credit related transaction would involve both the bank and the client. 
When a client applies for credit facilities, the bank would evaluate the credit quality of the 
client and determine its credit line (maximum amount of loan). In this case, it is logical 
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that credit managers would pay less social effort to build personal relationship with the 
clients since the clients are more relying on the bank. Moreover, credit managers often 
have decisions on the client's credit line. In order not to be biased in making decisions, 
credit managers may try to avoid having close personal relationship with the clients. 
Therefore when organizing social activities, non-credit managers should be 
allocated with more resources since the activities would be more appealing to non-credit 
clients. 
Different arrangements for large and small clients 
In general, large corporations would have more than one decision makers involved 
in the bank selection process. These decision makers also need to follow certain rules 
issued from senior management. Nevertheless, bank selection decisions for small 
companies are usually made by one single person. In this case, personal relationship 
between the managers and the clients would have a heavier impact on the bank selection 
decisions. Therefore, social activities, which are used to build up the personal 
relationships, would in turn become more important for small clients. That is exactly the 
result we obtained from testing hypothesis-4b. In order to maximize the benefits, small 
client managers should be allocated with more resources when organizing social activities. 
Secondly, routine activities are also discovered to be less important to managers 
handling small clients. Routine activities (like credit reviews) on small clients may not be 
perform as regular as on large clients. For small clients, credit review is only required 
when they apply for credit facilities. 
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More social activities for Asian clients 
From hypothesis four, we discovered that clients originated in Asian countries 
would have higher preference on social activities. With a higher level of collectivism, Asian 
people tend to value personal relationship higher than non-Asians. Since they appreciate 
more on personal relationship building, more resources should be allocated to managers 
handling Asian clients when organizing social activities. Particularly, extra effort should be 
put on China clients, it is because “Quanxi，，is one of the necessary tools for opening the 
door of business in China. 
Different arrangements for senior and junior contact persons 
Last of all, senior contact persons (in terms of age) seem to prefer social activities 
more than junior ones. Similar to the above arguments, more resources should be 
allocated to managers working with a larger portion of senior client contact persons when 
organizing social activities. Moreover, as shown in the survey, junior clients appreciate 
more on seminars while senior clients are satisfied with regular publications. In terms of 
seminars, managers can invite allocate more positions to junior clients than to senior 




LIMITATIONS AND FURTHER RESEARCH 
Small Sample size 
Limited reliability 
In this survey, owing to the limitation of time and human resources, only 42 
managers are successfully reached to obtain opinions. The small sample size created 
reliability problems. In further research, a sample size of 200，with two questionnaires 
distributed to each of 100 selected banks, would create more reliable results. The selected 
100 banks can be categorized in terms of country / region and their percentages should be 
based on the corresponding populations. For example, around 40% of licensed banks are 
Japanese banks and only 15% of them are local banks, thus 40 Japanese banks and 15 local 
banks should be selected for the 100 samples. 
Uncontrollable customer variables 
In hypothesis four, the client variables are defined according to the client-base of 
participating managers. In this case, we cannot control the number of samples in each 
category. When carrying out statistical testing, several category may left with an 
unreasonable samples. For example, managers are grouped according to the industry type 
of their clients. Since there are altogether twelve industries listed, we cannot obtain 
enough data points in each industry for statistical testing. However, if we aggregate them 
into larger categories, the impact of the difference in industry types may cancel out each 
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other. In further research, extra control can be placed on the client variables to make sure 
that there would be enough data points in each category for statistical testing. 
Insufficient China bank participants 
Since Chinese people have a different way of doing business and a different 
definition of relationship, managers from China banks were expected to demonstrate 
different relationship building approaches. In this survey, with insufficient samples of 
China bank managers, special analysis cannot be conducted to distinguish the difference 
between China bank managers and other managers. 
In the pass-over period, bankers in Hong Kong would receive significant impacts 
from their China counterparts. In further research, investigations in the relationship 
approaches used by China bankers would definitely be worthwhile and contributing. In 
order to have a more reliable result, managers can be divided into China bank managers 
and non-China bank managers. Each of the group would contribute to half of the survey 
participants and statistical testing can be conducted to achieve the above purposes. 
Lack of direct opinions from client side 
In this study, the survey was designed to start with the perceptions of the service 
providers (relationship managers) on relationship activities. There is an underlying 
assumption that the managers know what their clients need and their perceived importance 
would in turn reflect the preference and attitude of the clients towards the activities. In 
fact, relationship is a two-way exchange; commitment and trust from both parties are 
required. Though in-depth interview with a financial director was conducted to shed a 
light on the client-side, the insufficiency of client opinions would still be an obstacle in 
producing comprehensive pictures of bank-client relationships and in understanding factors 
• 
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affecting them. In fact, the viewpoints and opinions of clients should be obtained using a 
more massive and direct channel in order to verify the perceptions of the relationship 
managers. 
In the further research, bank-selection decision makers of the client companies 
should be studied for the sake of the above issue. Since decision makers are usually the 
treasurers, chief financial officers or general managers, questionnaires can be distributed to 
them to understand their preferences on relationship activities conducted by their bankers. 
With the information from both sides, we can then have a more comprehensive and reliable 
understanding on the situation. 
Non-exhaustive variables 
In hypothesis three and four of the survey, nine variables are considered for effects 
on relationship activities. However, these variables considered are not at all exhaustive. 
Since relationship marketing can hardly be regarded as scientific disciplines, apart from the 
domestic factors considered in this survey, thousands of human factors would also affect 
the implementation of the concept. In further research, more emphasis can be allocated to 
study the psychographical, behavioral and beneficial factors of the relationship managers 
and the clients. 
Although in this survey, we have reviewed several psychographical attributes of the 
managers, the question items are actually not enough in deploying major psychographical 
factors. The purpose of the section is just to provide an insight for further studies. 
In further research, more factors should be included. Each psychographical factor 
should be investigate using more than one questions to accommodate situational effects 
and enable cross-checking in analysis. In the questions, respondents should be asked to 
weight several attribute-related facts rather than to directly define their own personalities. 
I 一 … . 
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This may induces bias since the managers would tend to choose the personality they prefer 
rather than the one they really have. Even worse, they may not have concrete ideas about 
their own personalities. 
Results limited to commercial banking industry only 
Since the survey only focused on the commercial banking, other operating arms of 
a bank was neglected. Apart from commercial banking, the retail banking of many banks 
are also employing relationship concepts in approaching clients. From the survey result, we 
can draw conclusions for the commercial banking sector only. 
In further research, similar studies can be conducted for other arms of banking 
services like retail and private banking. Furthermore, apart from banks, some other 
business sectors, are also implementing relationship marketing and have similar nature to 
banks. For example, Watson (1986) had identified account managers in advertising 
agencies as comparable of the bank managers. Studies can also be conducted in these 
industries to obtain factors for industries other than banking. Furthermore, researchers 
can in turn generalize these industrial factors into environmental factors that affect the 





From the result of both qualitative and quantitative analysis, we can conclude that 
the commercial banks in Hong Kong have already adapted to the concepts of relationship 
marketing. They have dedicated persons handling bank-client relationships and organize 
relationship building activities. However, the lack of systematic procedures and evaluation 
systems still hinder the banks from optimizing their return from the relationship concepts. 
On the other hand, the implementation of relationship activities is highly depending on the 
approaches that managers organize relationship building activities. These approaches are 
affected by the characteristics of managers and nature of clients. Managers encountering 
different combinations of these factors would employ different combination of relationship 
activities in their job. 
In terms of recommendations, the banks are suggested to establish systematic 
procedures for managers to follow. For managers, they should put more effort on 
proactive, internal & two-way informative activities. They should also allocate their 
S resources for relationship building activities based on the nature of their clients to obtain 
J 
the most cost-effective results� 
藝 
Finally, since the corporations in Hong Kong usually maintain a desired bank list, 
I 
the goal of relationship managers should be to get included in the list of their client and 
struggle to attain the highest positions. 
* - • 
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SUMMARY OF IN-DEPTH INTERVIEWS 
Interviews with service provider 
(Relationship manager of commercial bank) 
Relationship management in commercial banking in Hong Kong 
The banks that has adopted or is adopting relationship management are : Citibank, 
Hong Kong Bank, Standard Chartered Bank, Bank of America and Chase Bank. 
However, job duties of relationship managers in different banks are slightly different and 
the banks also adopt relationship management to different extents. For example, Citibank 
entirely adopted the concept for more than five years and renamed its commercial banking 
arm as "Global Relationship Banking" division. In principle, every Citibank client should 
be tied to a particular relationship manager no matter how small its business is. On the 
other hand, Bank of China also have managers with title "relationship manager", but 
instead, they are treated as cost center rather than profit center in the bank. In this sense, 
relationship management is not regarded as a tools to generate business opportunities but 
on the contrary a mean of spending money. 
Big players of commercial banking industry in Hong Kong 
In the interviewee's point of view, commercial banks in Hong Kong can be 
categorized by their region / country-of-origins. They are : (1) local banks, (2) American 
banks, (3) Chinese banks, (4) European banks and (5) Japanese banks. They are 
categorized in this way because they are strong in different market segments and do 
banking business in different ways. For example, Japanese banks are extremely strong in 
the market of Japanese clients. Similarly, German banks also have stronger relationships 
with German and West European clients. Moreover, Japanese banks stress heavier on the 
transaction volume and often use low price strategy to increase size of transaction. 
American and European banks, nevertheless, focus on revenue / profit generated instead 
and not too willing to reduce the price / rate on transactions. 
Responsibility and authority of Relationship managers 
In the interviewee's point of view, relationship managers should act as a bridge 
between the bank and customers such that interests of both parties are served. In fact, 
relationship managers are responsible for understanding the clients, identify the services 
they need (and edges of the bank) and then line up with product specialists to provide 
services to clients. Sometimes, the interests of both parties cannot be served at the same 
time, relationship manager should make effort to let the two parties compromise. 
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Procedure for relationships building 
In the personal view of the interviewee, procedure of building a relationship with 
client should be as follows: 
1. get information of potential customer from public sources or through the resources of 
the bank 
2. initiate contact with potential client (phone call or arrange meeting) 
3. understand client, define edge of the bank and identify services suitable for clients 
4. involve corresponding product specialists into the picture 
5. negotiate and close the deal 
6. implementation and documentation 
7. review services and get business update from clients then repeat from step 3 
Interview with client 
(Financial director of the Hong Kong office of a global manufacturing company) 
Banking services used and number of banks involved 
The company has banking relationships with three banks in Hong Kong. They are 
Citibank, Hong Kong Bank and Bank of China. On the other hand, the company has a 
centralized treasury office in London, which acts as an internal bank and provides part of 
the banking services for overseas branches. 
The company mainly relies on Hong Kong Bank for payroll and autopay services. 
The company also uses the short-term deposit / investment services of Citibank to manage 
excess operation cash. As the Hong Kong office is also responsible for the business 
development in China, it utilizes trade finance services like letters of credit (LC) and bank 
guarantees of Bank of China. They also uses Bank of China for collecting returns from 
their China businesses. 
Finally, for funding and foreign exchange hedging, the Hong Kong office would 
carry out the transactions with their internal bank. It is because the internal bank 
(centralized treasury office) can provide lower rate in both foreign exchange transactions 
and commercial loans than any other banks. 
Strategy in managing banking relationships 
In the Hong Kong office, banking relationship is mainly managed by the financial 
directors. He also consults the regional head-quarter and also the CEO in Hong Kong in 
terms of major banking issues. However, final decisions are made by local management. 
The headquarters of the company has offered a general guideline of banking 
relationship. It is to reduce the number banks and also bank accounts in each branch 
office. It also encourages branches to perform most of their transactions with the internal 
bank (centralized treasury office) to reduce banking expenses. 
• 
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Length of relationship with current banks 
With Citibank and Hong Kong Bank, the company has a banking relationship for 
more than 20 years. For Bank of China, the relationship lasted only for about 10 years. 
Actually, the relationship was started when the company started doing business in China 
about 10 years ago. 
Activities performed by relationship managers and their frequency. 
On a yearly basis, the relationship managers would pay a visit to the company 
office to perform review on bank services and relationship and also obtain business update. 
They would also have lunch after the meetings. On the other hand, whenever there is a 
manager turnover, the new manager would also visit the interviewee to introduce himself 
and obtain business update from the company. In terms of social activities, they would 
occasionally send tickets and invite him to non-business events. 
For new product offering, the relationship managers of would usually contact the 
interviewee by phone and introduce the product over the phone. Once in a while, they 
would also organize seminars and road shows and invite clients to participates. The 
seminars would be on topics like economic outlook, briefing on future development of the 
bank. 
Researches and publications are sent to interviewee's office on a regular basis, 
publications include weekly foreign exchange updates, quarterly economic analysis and 
information about their new products. On the other hand, when performing budgeting and 
planning, the interviewee would also contact the banks to obtain their forecast on inflation, 
interest rate and other economic variables. 
Finally, for credit review, the banks usually request the company to provide an 
audit account for reviewing purposes. They usually do not have any interactions with him 
on credit review issues. 
Comment on current relationships 
Conclusively, the interviewee is very happy with the current relationships with the 
three banks. Generally, he does not prefer the banks to increase the frequency of activities 
because this would disturb his working schedule. Moreover, he does not appreciate 




DESCRIPTIVE STATISTICS OF QUESTIONNAIRE RESPONDENTS 
Characteristics of Managers 
Categories Frequency Percentage 
20-30 19 • 46.30% 
—30-40 19 ~ 46.30% 
— 3 7.30% 
China 10 23.80% 
HK 7 ~ f6 .70% 
US 7 16.70% — 
—Europe — 10 23.80% “ 
一 Japan 8 ~ 19.00% 
EdiicatioB level of manager ； I 
Secondary 3 7.10% 
- Post-secondary 5 11.90% 
College — 18 “ 42.90% “ 
_ Post-college 16 ~ 38.10% 
Sex of manager 、， ； . ' ..-.�：. 
Male 26 一 65:00% 一 






Characteristics of Managers，Client base 
Categories Frequency Percentage 
Age of coiitact perasoii^ � � | 
< 3 0 1 1 2.40% 
‘ “30-40 18 ""”42.80% ‘ 
一 40-50 17 40.50% ‘ 
>50 4 9.50% 
Couiitry^^orlgSii ty f 女 : ： 
Japan and Korea 2 4.90% 
—Western Europe and UK 3 7.30% 
HK, Taiwan and China 30 — 73.20% 
" U S and Canada 6 ~ U . 6 0 % 
—South east Asia 0 0.00% 
Others 0 0.00% “ 
Industry ^ sy ^ 
一 Automobile 0 一 0.00% — 
~ Aviation 0 0.00% 
Consumer goods 1 2.40% 
~ Chemical 1 2.40% 
Communication 0 0.00% 
一 Electronics 5 ~ U . 9 0 % " 
—Energy 2 ~ 4 . 8 0 % 
Conglomerate j j 42.90% 
Retailing 8 ~ \ 9 . 0 0 % 
一 Shipping 0 0.00% 
Technology 1 “ 2.40% 
Real estate 2 4.80% — 
一 O t h e r s 0 “ 0.00% “ 
Cash Management 7 16.70% 
Trade Finance “ 19 45.20% — 
Treasury Services 1 2.40% 
Funding and loans 11 26.20% 
Others 3 " ~ 7.10% 
Multinational 7 — 1 7 . 1 0 % ~ 
Local listed _ 17 41.50% 
Local unlisted 一 13 31.70% ~ 
Small Operations 4 9.80% 
10 
Managers are categorized based on the nature of the majority of his clients. 









Relationship Marketing : An application in commercial banking in Hong Kong 
Dear Sir / Madam, 
We are conducting a survey to investigate the application of relationship marketing in commercial 
banking in Hong Kong. Relationship marketing is a concept that stresses on long term relationship with clients 
rather than on transaction profit. More and more banks in Hong Kong now adapt the concept in commercial 
banking area. In order to increase the long-term profit of the bank, dedicated people (Account/ Relationship 
managers) are allocated to oversee the bank-client relationship and act as a bridge between the clients and the 
banks' product specialists. The objective of this study is to find out what these managers do to build and maintain 
the bank-client relationship. The results of the survey is solely for academic purposes and the response from 
individual questionnaire would be strictly confidential. Please spend a few minutes to fill in this questionnaire 
and return it to Mr. Joseph Mak, MBA Office, Faculty of Business Administration, The Chinese University of 
Hong Kong. Thank you. 
From Question 1 to Question 9，please indicate your preference with a “ � “ in the appropriate box. 
Yes No 
1. Does your bank has a dedicated relationship / account manager assigned to each of • • 
your client for all services ？ 
2. Does your bank apply or adapt the concept of elationship marketing" in • 口 
commercial banking business ？ 
3. Do you aware of the term elationship marketing" ？ • • 
4. Does your bank engage in any activities to build and maintain long term • • 
relationship with clients ？ 
5. Does your bank has databases on past，current or potential clients ？ • 口 
6. Does your bank has a systematic approach to develop long term relationship with • • 
clients ？ 
7. Do you track and monitor the relationship between the bank and your clients ？ • 口 
8. Do you have any evaluation system to measure the effect of activities used to build • • 
/ maintain bank-client relationship ？ 
9. Do you have any evaluation system to measure the cost / effort spent on activities • • 
used to build/maintain bank-client relationship ？ 
10. Please indicate the degree of importance of the following activities in regarding relationship between the 
bank and YOUR OWN accounts. 
• “1，，means the activity is necessary and is very important to the bank-client relationship. 
• “4，，means the activity is necessary but have no effect on the bank-client relationship. 
• "7" means the activity is unnecessary and is not imnortant to the bank-client relationship. 
° To maintain good relationship with clients 1 2 3 4 5 6 7 
� To provide daily services to clients 1 2 3 4 5 6 7 
° To organize seminars / luncheon presentation for clients 1 2 3 4 5 6 7 
K 
K. 
° To invite clients to non-business related activities 1 2 3 4 5 6 7 
(e.g. movies, musicals) 
° To invite clients to reception cocktails 1 2 3 4 5 6 7 
0 To offer personal greetings to clients 1 2 3 4 5 6 7 
° To invite clients to lunch. 1 2 3 4 5 6 7 
° To invite clients to dinner. 1 2 3 4 5 6 7 
° To review services of the bank with client on a regular basis 1 2 3 4 5 6 7 
� To review relationship between the bank and the clients on a 1 2 3 4 5 6 7 
regular basis 
° To obtain business update from the client on a regular basis 1 2 3 4 5 6 7 
° To send researches / publications to clients on a regular basis 1 2 3 4 5 6 7 
° To provide researches / data to clients when requested 1 2 3 4 5 6 7 
° To keep track of development of relationships with clients 1 2 3 4 5 6 7 
° To keep track of the interactions between your company and 1 2 3 4 5 6 7 
your clients. 
° To have efficient communication with product specialists 1 2 3 4 5 6 7 
0 To actively introduce new products /services to your clients 1 2 3 4 5 6 7 
� To perform courtesy visit to client 1 2 3 4 5 6 7 
° To review credit / financial health of clients together with 1 2 3 4 5 6 7 
clients 
11. Please indicate a rough percentage on each type of following services purchased by YOUR OWN accounts, 








12. Please indicate a rough percentage on each of the following segment generated by YOUR OWN 
accounts, (in terms of business volume) 
Percentage 
Multinational corporation 
Local listed corporation 
Local unlisted corporations 
Small business operations 
100% 
13. Please indicate a rough percentage on each of the following industry sectors generated by YOUR OWN 




Branded consumer goods 
Chemical and Pharmaceutical 
Communication 
Electronics 






14. Please indicate a rough percentage on each of the following country-of-origin generated by YOUR OWN 
accounts, (in terms of business volume) 
Percentage 
Japan and Korea 
Western European countries and United Kingdom 
Hong Kong, China and Taiwan 
United States and Canada 
South East Asian countries 
Others 
100% 
15. Please indicate your views on the following statements: 
Very True Very Untrue 
° The relationship with a client is highly related to the growth of • • • • • 
the bank transaction volume / wallet share with the client. 
° The relationship with a client is highly related to the profit • • • • • 
generated from the client. 
° Effect of activities for building relationship cannot be measured • • • • • 
systematically and objectively. 
° Effort / Cost spent in relationship activities cannot be measured • • • • • 
systematically and objectively. • 
° Focusing on relationship with existing clients can increase the • • 口 • 口 
level of loyalty of the client. 
° Focusing on relationship with existing clients can induce new • • • • • 
clients through referral. 
° Focusing on relationship with existing clients can prevent clients • • • • • 
from switching to competitors. 
I ^H I I I I 
16. Please indicate a rough percentage on the proportion of YOUR OWN clients whose ORDINARY BANKING 
EXPENSE belongs to each of the following categories. 
(Thousand of US$) Percentage 
Less than 100 
100 - 500 Z H Z ^ 
500 - 1000 
1,000 - 3,000 ‘ 
3,000 - 6,000 H H ^ 
6,000 - 10,000 
Over 10,000 
100% 
17. Please indicate a rough percentage on the proportion of YOUR CONTACT PERSONS in terms of age. 
Age range : Percentage 
Below 30 
30 - 40 
40 - 50 
Over 50 I I Z I Z 
100% 
18. Please indicate your views on the following statements: 
Very True Very Untrue 
° I am a task oriented person (versus people oriented person). • • • • • 
° I am an outgoing person and like to meet people. • • • • • 
° I prefer to spend time making new friends than to enjoy with my • • • • • 
existing friends. 
° I enjoy long term relationship with my colleagues and clients. • • • • • 
° I am an innovative person with creativity. • • • • • 
� I am an aggressive person and eager to attain outstanding results • • • • • 
in my job. 
Company Name : Title 
Department Date 
No of subordinates: Sex* M / F 
Education Level*: Secondary Post-secondary College Post-college 
Age* : 20-30 30 - 40 40 - 50 Over 50 
*Please circle the appropriate one. 
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